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The CBS-TV Eye 
... Motif with a motive 


An unusual trademark has proved to be 
a workhorse with almost no end to its 
usefulness in identifying the network. 
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This 


= Davidson. 


.. the time-tested multi-purpose 
reproduction unit. The only one of 
its kind! 








Davidson gives you this variety of 
processes on the same machine: 
offset, regular or dry @ embossing 
letterpress @ rubberplate printing 
imprinting or numbering 


simultaneous two-sided printing 


Davidson gives you this efficiency: 


@ quick conversion from offset to Here's the secret of Davidson's 


letterpress multi-purpose operation: 

® variable speed control to 6,000 oo 
oe P 7 The 2-Cylinder Principle 
per hour 


Davidson precision engineering 
gives you: 
@ excellent ink coverage @ close register 
@ fine half-tone and multi-color work 
® positive stripping and stacking 
@ top-quality results 


Combined with these features, the 
Davidson is ruggedly built for years of 
low maintenance service. 


+ Edam 


For illustrated brochure write to 


DAVIDSON CORPORATION =. DEPT. K-41, 29 RYERSON STREET, BROOKLYN 5, NEW YORK 


ybsidiary f Meraenthaler Linotype mpany 


HRB0 








39 West 60th St., New York 23, N.Y Telephone Circle 5-8750 


PHILADELPHIA—Widener Building LOS ANGELES—122 Glendale Boulevard 
ur oy are, ae MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17,N.Y Telephone Plaza 3-9468 
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The lightning-fast way to use Ben-day! 248 individual patterns! Processed 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLA 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direc! 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process wor 
Standard (black) . . . and reverse patterns (white). Just strip it on... burnish 
down ...and you see striking effects in art... right at the start! FREE Craf-To 


pattern chart available at your Craftint dealer, or write direct. 


Si SS as 


CRAF-IYPE -YOU WIN! 


reproduction! FREE pattern char 


Craftint 


THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Ave. ¢© Cleveland 10, Ohio 
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Our clients get 


only the best cells... 


vet demands the h 
human hand and ey 
who process the positives ...who lan toany other compat 
the evlinders and plates ... who er t job gets the same care. WI 
the cells that determine the quality ind why Intaglio clients 
of your gravure job in print. better positives, better cells and bette1 
If we sav to vou that Intaglio’s reproduction in print, 


three strategically located plants have Our six offices are at your 


Intaglio SErVICE corPorATION 


{me rica s First Gra ure and Le tte rpre ss Ser CeTS 
East 46th St., New York—731 Plymouth Court, Ch 
1835 Lewis Tower Bldg., Philadelphia —Intaglio-Cadillac, Inc., 4240-14th Ave., 


260 Kearny St... San France 
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GE. cut & fold it 
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us prove it! 


PRINTING COMPANY 
2001 Calumet Ave. - Chicago 16, Ill - Phone: Victory 2-0300 


If it’s printed by letterpress it's good 
if it's printed by Maher it's better 


Our clients get 


only the best cells... 


inch... relies 
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Let us prove it! 


PRINTING COMPANY 
2001 Calumet Ave. - Chicago 16, Ill. - Phone: Victory 2-0300 


If it’s printed by letterpress it's good 
if it's printed by Maher it's better 













[disappointed with 
ear’ vepreduttion? 


Call Pontiac and let us tell you 
why the seven services that 
Pontiac offers assures you of so 
much in reproduction values. No 
doubts as to the results and a 
consequent realization that art, 
photography, typesetting, photo- 
engraving, electrotyping, litho- 
plate service or color process all 
should be considered for that 
perfect job! And whether you 
try one service or all you'll love 
those results! Call or write and 


let us tell you more. 


PONTIAC 
Cugraving and Cleclrolype ie 


812 W. VAN BUREN ST 


AG L. @ HA 


READERS WRITE |! 


How | Solved It! 


e Ever find new ideas 
Slow to come to mind‘ 
Beat your brains? 
Pull your hair? 
Life is in a bind? 
Ever wish wishfully 
Liste ned to youl paw 
Been a dentist 

Or a doc 


Studied busine 


g you up to pa 
Here's prescriptior 
Send subscript or 
Three bucks to AR 

J. W. JENNID 


Our Friends 


e Your highl: nformati 
magazine “fills the bill” for the tech- 
nical and creative aspects ol adver- 

sin and merchandising. The com- 
prehensive approach to both editorial 
matter and format make t doubly 


nieasure to read 


Nep HusBBari 
Production Manager 


& Associates 
ille, Fla 


Lynde 


Sony 


4ke almost all others in the ad- 


g profession, we regularly 





ead AR and refer to it frequent 
To make it more convenient for 
to use the books, we want to b 
the issues 

J. F. Roestei 

Ass't Advertising Manage1 


Chain Belt Co., Milwaukes 


e AR certainly fills the | 
I have mine sent to my home addr 
to give it the attention it dese 
DONALD POARCH 
Advertising 


Manager, Robs 


Bros. Dept. Stores, Portland, O rat 

° May I take this opportur lor 
to congratulate you on the splen 

publication which you have. It He 

doing a much needed job on 

J. T. WoLoHAN — 

General Manage! Mans Pi _ 

ing Co., Holyoke, Mass ad 

adi 

p 


\lister Plus 


@ Good friend 


} 
ng publications, too 


lasting way about 


That's the way 


Vo 


Thomajan article 


Miste) 


trade characte! 


r« 

A few days after it ap} 
amazed to receive 

om Ed Kobak 

» be just the 

I want to complin 

yn your good publication and t 

ood articles it contal bu Ju. 
ipon the good PeeaEreRy ne put ra 
cation merits anda gets 

Ropert A. SCHMID Pi 


Vice-President, Mutual rr pec 


casting System Inc., New Yo in 
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HOw a Sales force 


1 SOLVED IT that sticks 1 


to the job! 








Have you solved a work-a-day problem simply and effective- 





ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11 
No material will be returned unless specifically requested 
and accompanied by return postage. 

racing Paper Lines to — these demands, the wrap 

snoula be 


torm Graceful Curves 










Here’s a simple trick that 











; — >. y i oO ise because ( 
ates the need tor a template n Christmas ush 
ling gentle graceful curves 3 Soil-resis the « est ct 
. 

Simply rule a straight line on trac- i AS 

paper and cut it out with a razo1 4. Inexpensive en } . 
ade trimming away everything thout charas 
it the line itself. Then apply rub- 5. On ) } 3 

art and, while the 3 rif e 
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Tauentity 


tick t 








Driuiant colors creatively ce 





velf-Adhering Acetate 


hives Layouts Sparkle 











Juality Gilt Wraps 


roduced by Vanette 


1954 


January, 






Stickin. Around 







with KLEEN-STIK 
START THE NEW YEAR RIGHT— 


Best resolution you ever made —to use 
KLEEN-STIK for all your Point-of- 
Purchase advertising in 54! This miracle 
moistureless adhesive does a multitude of 
P.O.P. and labeling jobs better than 
most other materials. Makes terrific win- 
dow and door signs, shelf edgers, bumper 
strips, etc., that go up easy and work 
Aard to sell. F’rinstance: 



































“Hot Idea’ Sells More Heaters! 


To introduce ‘*Vit-Rock”’ lin- 
ing in their water heaters, THE 
COLEMAN CO. of Wichita felt 
that a cutaway view of the new 
wonder-construction would 
“warm up” prospects to buy. 
But cutting up real heaters 
would be expensive — so the 
Sales Promotion Dept. devised 
this big (13 x 17) die-cut, lith- 
oed on KLEEN-STIR stock. In- 
structions on the back tell 
dealers how to peel the protec - 
tive backing and press the dis- 
play in place on the heater, 
where it shows the cross-section 
quite realistically! Swell art 
and production by MecCOR- 
MICK-ARMSTRONG CO., 
Wichita, Kansas. 




















“Poetry in Wood”... 
That’s how RALPH A. BAILEY & CO 


of Bend, Oregon, describes its beautiful 
woodenware products of rare Myrtle- 
wood, found only in the Holy Land and a 
small section of the Pacific Coast. To 
match the prestige of his products, owner 
and idea man RALPH BAILEY worked 
out this elegant label in two colors on 
gleaming gold foil. It’s backed with peel- 
and-press KLEEN-STIK that sticks 
tight to the polished, curved surfaces, yet 
comes off easily. Prestige production was 
ably handled by WALLY MORTENSEN 
of EASTMAN TAG & LABEL CO., 
Portland. 
























Myrtlewood may be rare, but 
not KLEEN-STIK! This won- 
derful stuff grows in the plant 
of your favorite printer or lith- 
ographer—ask him about it. 
And ask us for our free **Idea- 
of-the-Month” service — just 
write on your company letter- 
head, 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue @ Chicago 1, | 
Pioneers in pressure sensitives for Advertising and Labeling 
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Christmas purchase 


gestion that 


given 
charge to the custome h 
chases a box of hosiery 

5. We felt that in order to stan 
by comparison with a store's 
gift wraps, we should use a 
comparable to those used by ste 
this was one of the basic r 
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chose pale aqua stock, printing 
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and yellow 
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peige 


The entire job w 
ffset at the Bennett 
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‘Ss, With 


the 


without 


felt that 
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LANI 


Hosiery Mills, Dallas 
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indicate othe: 
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Parents 


pers 


ven mailers A hav 
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Zone Numbers Easy 
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ERICKSO 
Sales Manager. 


& Co. In Wa 
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wrap be flat 
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LEADING MERCHANTS SELL 


VELVA-GLO* 

















Winnipeg Clark Bros. & Co., Ltd 


WASHINGTON Zellerbach Pape 
UTAH Carpenter Paper 





















TEXAS Carpenter Pape 


SOUTH DAKOTA hn Leslie Pape 
RHODE ISLAND 
Providence Henry Lindenmeyr & S 














PENNSYLVANIA } 
Philadelphia W. B. Killh & Sor 








Pittsburgh Cappy & n 
OREGON Zellerbach Pape 
OKLAHOMA ¢ ente 
OHIO 














Dayton Bert L. Da 

Clevelo A 3 ona y me y 
NORTH DAKOTA hn Leslie Pape , | 
NORTH CAROLINA 


tt hk tte P - 
e * € 












NEW YORK 
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NEW JERSEY 


Newark ‘ i ond F 















NEVADA enter P 


NEBRASKA < 
MONTANA 









MISSOURI 
x , mm ' > 


i Bermingham & Prosse 


MINNESOTA < 






MICHIGAN 







IOWA ( enter F 
INDIANA 










Ce 
ILLINOIS 
IDAHO ( 
GEORGIA 
M M 
At 
FLORIDA 
Miam 
WASHINGTON, D.C. R PA ews Paper Compo 
CONNECTICUT 
Hartford H , 5 
St & Beme . 
r w Hover + l & 
R ke-£ F ri ny 
St & Beme mpoany 
COLORADO C enter Paper Company 
CALIFORNIA C ter F . 
Z Pope 
ARIZONA « f ( 
Ze h P y 
ALABAMA 
Mobile Partin Paper Company 


RADIANT COLOR co. 


Dept. 1R 830 Isabe 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards + Signcloth + Brushing 
and Spraying Colors « Silk Screen Colors 


45 * Tro 


Jemoark reg 
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CANADA | 3 
Voncouver Coast Paper Company * ' 
J. G. Fraser, ltd 
George C. Hende n Compar 


dy 


* 
; ] AR § Second Semi-Annual 


EDITORIAL INDEX 


/ dvertising Requirements 


| Author's Index Are You Paying 
| iair, Glen, production manager, Krupnick for Engravings? 


»s Englebardt, Charles P., national sales pro 
ssociates, P 


motion manager, Schenley Distributors Inc 
Arens, Egmont, industrial designer 


Fletcher, Dr. Grant, Pioneer Film Music Co. 
tker, Herbert, president, Herbert Baker 


Advertising 


Fitch. George H., director of advertisin 


treet 
Stree ind sales promotion, Devoe & Raynolds 


Smith Publications Cc Inc 


rni, Alan, treasurer, Package Designers ‘ : . 
— : Franklin, S. W., director of merchandising 
| uncil : 
| Hudson Pulp & Paper Corp., 
Bluethe. Hans W., Saunders, Shrout & As 


ciates Inc., 
D., vice president, Tastee 


Corp. of America 


rklund, Carl E., director, editorial dept 
Kable Printing Co 
Creamery 
avell, du Maresq. vice president in 
1arge of production, Ted Baldwin Inc 
| Johnson, H. Wesley, Jr., Continental 


graph Corp. 


hristopher, Marian, Bates Fabrics Inc 


ossart, Ben. N., president, Ben N. Cossart 


Associates 
King, Kerryn, senior vice president 


Knowlton Inc 


unningham, W. V., Western Advertising 


gency, 
Kruse, Benedict, editorial director 


Associates 


adisman, T. A., vice president, Printing 


evelopments Inc., 


Kutner, David H., director of advertising 


and public relations, Norge Div., Borg (6 - GRUBB & CO 
x jiamant, Edward M., chairman, National Warner Corp., I - ™ * 


oard on Printing Type Faces I ENGRAVERS 


>a- 

ng Lee, Arthur B., production manager, Irving Artists* Photo grap hers 
rs Jubrowin, Ray. associate manager, sales Berk Co. Inc., CHAMPAIGN, ILLINOIS 

eg xromotion department, General Foods, 
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Lewis, Herschell G., Lewis & Martin Films 
Inc., ! 


Lichtenstein, Irv, public relations director. 
Radio Station WWDC, Washington, D. C., 


Lynn, Frank, 


McKellar, Hugh, advertising and sales pro 


motion manager, The Squirt Co., 


Morris, Charles V., sales and advertising 


assistant to president, Henry Lindenmeyer 
& Sons, 


Nash, Jim, industrial designer, 


Neuser, Robert A., Roy S. Durstine 


Novins, Stuart, director public affairs 
Radio, 


Osborn, Lea & Tek, co-partners, Lea-Tek 
Studios, , 


Pinover, Len S., past president, Gravure 
Technical Assn. 


Prilik, Charles R., art director, J. Walter 
Thompson Co., 


Randall, John C., editorial department, In 
stitutions Magazine 


Ruebel, J. L., advertising manager, Fort 
Dodge Laboratories Inc., 


Rogers, Cecil, display consultant, 


Rowe, Wilfrid S., advertising manager, 
Sterling National Bank & Trust Co., 


Sandberg, William R., general merchan 


dising manager, Schulze & Burch Biscuit 
Co. 


Sands, Clyde. Tolman & Sands, 


Schneberger, R. H., general service man 
ager, Crosley Division, Avco Mig. Corp., 


12 


Schoeman, Walter G., vice president, Ferber 
Corp., 


Sklarewitz, Norman 
Tajiri, Vincent T., editor, Art Photography 


Theil, Leon S., editorial director, Match 
Industry Information Bureau. { 


Trowbridge, Susan Alice, creative admin 


istrator, John Robert Powers Model Agency. 


van der Ploeg, Jan. American Type Found 


ers Inc., 


Warmilash, Herbert, advertising manager 


Package Research Laboratory 


Watley. E. J., advertising & sales promotion 
manager, Ronson Art Metal Works, 


Weber, Fred, Typographer, N. W. Ayer & 
Sons, 


Weiss. Arthur, American Rack Merchan 


disers Institute 


Wiggers, Raymond P., The Frank G. Hough 
Co. 


Zuccaro, Frank, assistant display manager 
play g 


Pepsi-Cola Co. 


Article Index 
Special Features 


Everyone Gets In on the Act With Lady 
Stratford, 


How A 3-D Ad Was Prepared, 


How Mobilgas Stages Its Economy Run, 
to Get More New Product Publicity 
to Stage a Beauty Contest. 


How to Stage an Open House, 


Institutions Learns 3-D Production Tricks, 


Los Angeles Department Store Uses 
Newspaper Insertions, 


The Oil-Heat Institute Gives Dealers 
Complete Ad Kit, 
Servel’s Million Dollar Show of Stars 


Sylvania On The Warpath 


The Studebaker Centennial 


Art and Photography 

An Agencyman’s Guide for Cutting P 
duction Costs 

Bates Cuts Costs with Photc 

Chicago Artists Guild Exhibition 
mercial Art Winners 


Cleveland Art Awards 


How to Select Models 

How to Use Stock Photos 

One Hour to Presstime 

Production Board Solves Agency Deadili 


Problems 


Selling Food with Color 


Audio & Visual Aids 


Audio-Visual Show Features 


Developments, 


“Custom Films’ at $55 Each 


How to Select Music for Your Film, 


Let's Hold Better Sales Meetings 
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ey Saving Techniques for Business The New Trend: Wide Types, 


iS. 


Reprints 


ing Products With 3-D Viewers >r>?> 








The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 


Paper 
A Guide for Paper Buyers, 






t Ad tisi available 
vertusin 
_ g A Guide for Paper Buyers—-Paper Char Time and Cost je fo 
acteristics, | ng TY Films 


t Mail Helps Local Paint Dealers 





by Lee Randon 












February, 1953 














for 


i Establishes a New Method for Han A Guide Paper Buyers—Selection o 


Colors | February, 1953 
3 Its Direct Mail Advertising ™ | : 









44 Ideas for More Interesting Annual Re — 
~ ' . ports 
a Simple Change Cut a Big Postage = March, 19 







2,500 Birthday Cards a Year 












w to Win Customers Abroad with E : 
! You Can't Win In a Numbers Game hree Dimensional B 
Mail Advertising rou ib | T 














Cost Mailings Score for Lahr 







i UR ile ee ie Photoengraving and Platemaking 





A Buyer's Guide for Engravings 
iding Theme Helps Introduce a New 







duct 





Better Advertising Cooperation 






Business Week Gives 









Hints on Production y, 1953 ‘ 


beling & Packaging 





p > ‘ c e : ‘i 
Primer of Packaging Intelligent Planning the Key to En 


7” 
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jraving Economy 









w to Prepare Packages for Rack Mer 21 Tradir 


Cc S me B R B 
ss for D € Me - 
ndising s for De 
How to Prepare Matted Releases by Frank Ly 







September, 1953 
w to Redesign a Package * : 


New Graphic Arts Developments Revealed 


: 1t Rochester Photo Conference DNetoher 1952 25 ° 
kages of the Year croper, 17 ; 













Three 






A‘s of Packaging “aa 
Rotogravure Positives for Letterpress te ' be 

















onscious Emotions Affect Impulse Buy . 
The Key to Production Economy—Cost Con 


trol 





yout and Typography 


Premiums, Prizes & Specialties : + : - 
m Idea to Ad in 44 Hours | P Filn 
How Match Books Help Sell Products by du Maresq 


w to Cut Costs on Line Composition 









How Norge Uses Premiums 


w Typefaces Simulate Hand Lettering N 








Premiums Bring ‘em Back for More 
inting in Grays 





ductioneers 





Standards for Business The Successful Use of Premiums s 
per Advertising, } 
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The Use of Christmas Gifts in Business 


A Heinn Sales Tip for You... 


Trading Stamps Build Repeat Business 


HOW TO GET Denver Merchants, 


BETTER SALES COVERAGE 


WITHOUT ADDING Printing & Binding 
. A SALESMAN Gadgets & Gimmicks Help Sell Plymou 


. How the General Services Administra 
Coverage increases and costs pel 


Controls Government Printing Costs 
call drop whe hn vou sale sInen use 


] 1 
well-organized loose-leat catalogs 


and manuals that never get out ol 


How to Plan a Sales Portfoli 
date or out of sequence Heinn 
planning transtorms ordinary cat 


alogs into such selling { .. How to Prepare an Industry Handbook 


custom-designed to make the most 


ol every minute on every sales cal 
How to Use Photo Gelatine Printing 
Le iders 11) practically ever\ 


industry know Heinn advan 

t » * 
tages patente d -D” Pro New Trends in the Graphic Arts 
tecto Process embossing 


indexing that saves time, ends 


fumbling mechanisms that What Every Adman Should Know At 
wavs work smoothly: custom Gravure 

design that makes covers as 

individual as. the products 

thes promot Heinn Loose 

Leal Binders last vears lonee 

than you'd expect — a fact Radio and TV Production 

that means the lowest pre 


How to Increase the Effectiveness of 


Commercials 
How to Prepare Jingles for Radio Spots 


Miles of Tape, 


The Pitchman Comes to TV 


Remember . 
Heinn helps you 


get extra sales 


Reaching Dealers Via TV 
coverage with- 
out extra cost 


Representatives in Principal Cities 


THE HEINN COMPANY if Th is 
306 W. Florida St., Milwaukee 4, Wis. al Shows and Exhibits 
Information, please. Coup on 


1) Catalog Covers (L Salesmen’s Carry-Cases [) Salesmen’s Binders A Kangaroo Steals the Show 
oi 


C) Proposal Covers [] Price and Parts Books [] Plastic Tab Indexes 
() Easel Presentations (] Acetate Envelopes [} Sales-Pacs 
() Sales and Instruction Manuals Business Gifts as Goodwill Builders 


NAME TITLE Attention-Getters At the Furniture Show 
COMPANY__ 

ADDRESS 
CITY 








Getting More for Your Exhibit Dollar, 
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la Hit the Spot 
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>k . Sign That Became a Sign 


wan 


Aaa 


d Crow Uses a Wide Variety of Ident 2 for condensed ribbon-like displays 


00 Roadside Salesmen Carry the Load ; BAU E R T 0 | C 


r Burma Shave 
e Importance of Trade Characters 


insparent Signs Offer New Angles for 


imen 


it Window and Store Displays 


. 


»w General Foods Gets Packages off the 
helf, 


Barer Alphabees, ive 


w Merchandising Units Help Ferber Sell 


ens 


ow Schenley Promotes Its Display 
ram 


ferchandise-Display Packages Help Ses 
ions Sell Clocks, 


1 Ways to Aid Dealers with Point of 
1OW hase Material, 


Yale Gets Its Locks Out in the Open, ! 
rr, 
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The above headline is merely an old advertising dee- 


to call your attention to Einson-Freeman’s annual Christmas keepsake 


offered with good will towards men, and kindly feeling for o1 


dumb animals... 
The homely hombre in left field ( self-sketched, 

bel) is Ed Smyth. He hails 
from St. Louis which is Out West somewhere. 

He liked our 1952 keepsake, George Bellows’ 
“Gramercy Park,” and sent a hand-draw 
stating same. He added, ““Have you ever th 
of doing a Russell or Remington one 
Xmases? Itd make lots of us ex-cow 
Indian players mighty happy 

Mr. Smyth is not only an 
judge of character. Our character, anyway 

For several years, our Christmas keepsakes 
have been reproductions of the work of eminent 

merican artists, such as Grant, Waugh, Curry, 
Benton, Wood, Bellows. 

Now, Einson-Freeman has art directors who 
have convictions about art, salesmen who have 
convictions, lithographers who paint on Sunday; 
and Al Hailparn, our President, knows a couple 
of live artists personally. So the selection of the 
keepsake artist usually results in a rhubarb. Often 


to the neglect of our business—which is making 

superior displays for sophisticated advertisers 
The Remington suggestion occasioned neither 

dissent, nor distraction from business 


which ts 


a nice compliment to Messrs. Smyth, Remington. 


Tue Remington rated first by art critics is 
privately owned, and not available. But second in 
the consensus of critics is “The Emigrants,” and 
permission for reproduction was secured from the 


Museum of Fine Arts of Houston. 


.if you ask for it on your business letterhe 


Frederic Remington 
popular illustrator to fi 
time, and his repute ha 

At first, neither 
much impressed with 
the Noble Redman wi 
discouraged European 


crude subjects a1 


importan 
he pioneer West, a last 
men and a wa' 


gone as the Aztecs. 


Born IN 1861 in 
Remington later lived 
two vears at Yale, in 
School: played football 
drew cartoons for the Yale Courar 
Dissatisfied with conventional 
he quit Yale. A small legacy fron 
unrequited love sent Remington on the 
many Western trips. He worked as cowl 
wagon driver. or drifted. Later, he spent 


summers with the Army, and among Inc 
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Remington 


tied 
UituU 


"appendicitis in 


January, 


known 


1954 


] 
total 


SU 


1 OOO 


es 


rc 


nty prod i 


mY ‘re ert 
CS WeTe Crt 


1a 
LOddy 


n Operation le edition limited to 2.000 cop 


-eAllie } ne letterhe { 
request DOusiness letterhead 


bring one with the season’s greeting 


Vingonelreeman Co..uwe. 


Artistic and altruistic lithographers 


Starr & Borden Avenues ¢ Long Island City 1, N.Y. 





Burglary insurance covers this risk... 


Burglary alarms and night watchmen are no assur- 
ance you won't be robbed—hence burglary insur- 
ance. Modern presses, good paper and ink are also 
no assurance your product won't be poorly repro- 
duced in magazines—hence Reilly Electrotype re- 
production assurance. 

With Reilly Electrotypes, your product is assured the 
best possible showing in print. So why rob yourself 
of selling impact...why lose the value of your 
initial advertising outlay with inferior plates? Why 
—when you can get this electrotype reproduction 
assurance for just a few cents more than you'd pay 


for the most ordinary electro. 


but only 
REILLY 


gives you 
“reproduction” 
assurance 

that protects 


your advertising 


dollars <p 


WHY REILLY ELECTROTYPES ASSURE 
THE BEST REPRODUCTION 


® Exclusive Vinylite molding assures utmost fidel 
ity down to the smallest detail. 


® Precision Pressure casting (for flatbed press) elim 
inates damage and distortion resulting from plate 
backing by hand 


® Precision Centrifugal Casting (for cylinder press 
curves and backs plates by a special process to 
insure uniform s1z€ 


® Unique check-control system incorporates teams 
of seasoned finishers and other specialists to 
cover every phase of production 


& 
YOU CAN REALLY RELY ON Reilly ELECTROTYPE 


NEW YORK 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electroty 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven 


Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta 


Advertising Requirement 





The CBS-TV Lye... Motif with a Motive 


An unusual trademark has proved to be a workhorse with almost 


no end to its usefulness in identifying the CBS-TV network. 


When Bill Gold 


ve director! 


ies promotion 


turned from 


at would 
e productions 
the network 
He had a 
ould take the 
ereupon, he 


aesigns 


thought on the subject 
introducing the atmos- 
this great new medium 
its new horizons, Horizons 
es, there was a word that conjured 
p all heaven a symbol 


1 1 
as alry clouds 


» Now, Golden felt that | Wi 

he right track. Soon he was in ho The Eye & Originator 
yursuit, taking countless ud become one of the nat 
hots in and around New 


1) 


lowever, they all proved 
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kenburg, president of CBS-Tele- a combination of ways, which has given it something 


vision, won instantaneous approval resulted in a refreshing variety of impact. Wherever 4 

In fact, they endorsed its use for all emphasis is—to meet you an 
CBS-Television operations. That The eye appears in four versions lead you on and in 

was Bill Golden’s cue to proceed on on the network Being a_ well-rounded 
working out a coordinated styliza- 1. Moving clouds against eye, its pivots freely as a d 
tion of effects iris opens and introduces star I also acts as a 


show—opens again on CBS-Televi- quality 
> It is interesting to note that the 


Stanton-Van Volkenburg approval 


sion phasis to ry mo\y 
2. Moving clouds with showing of The CBS -Televisi 
eye and words—‘CBS-Television as a living 
Network.” moods and 

3. A still picture of eye superim and 

posed over clouds 

4. Camera dollies into concentrical 


eye which opens on network 


f the ‘ye was not immediately 
shared by the CBS organization 
which entertained various doubts as 
to its efficacy. But pronounced pub- 
response, on the favorable side, 
and made the eve 

of CBS-Tele- 

Wee k LOeS by 


around > There has been no tour 


nandling of the eve n pene- 


fication—then iris closes 


trates and pe ‘vel aspect ol 


Of course, the n mpe ve ap the CBS-Television 


yrofgrams 


Non-Ending Use 
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ievision tneate 
® Departmental 


is symbol in a dozen 


e It has been 


are prest 


ays These are printed in \ 


1ades on various papers. Two of the 


oicest are: (1) publicity sheet for e The eye appears on 


y ritt lent 
V Premieres showing a trumpet in tion buttons identif 


ay with the eye inset in instru- 


.ent’s loop and (2) a holiday news 


leet printed on silverflake pape 


ith a massing of small eyes for 


tention to television attractions oO! 
the CBS network. Advertisements 


network rate card shows th are tersely factual—furnish tims 


l l Ul! 


>» The eye 1s ised with domir 


power in dally papers directing at- 


a Christmas 


and project a personality of the show 
off the edges nside the eye. Headings vary from 
‘he color scheme is a decisive black Today on Television” 


ve an over-all effect of expand- 
1 


1g circles that bleec 


l 


or “Tonight 
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Program Notes 


CBS-TVE FIGHT NEWS 


FILLERS 


On Letterheads 


eye. One of the most striking was a 
double-page spread employing the 
sure-fire motif of a “one-armed” 
bandit. It showed a row of foun eves 
and then part ol another one enter- 
ing the line-up—a telling device for 
conveying the fact that four out of 
five daytime shows with the largest 
weekday audiences were on the 
CBS-Television network with 


fifth about to enter this category 


«i 


Television City is the auspicious 
name for CBS’ twelve million dol- 
lar television production headquar- 
ters in Hollywood. It is just about 
the last word in streamlined archi- 
tecture and engineering efficiency 
all slanted to expedite the creation 
and presentation of all types of at- 
tractions Here again the alert 
watchful CBS-Television eve is evi- 
dent. You first encounter this sym- 
bol high up on the corner of the 
main building. Painted in black, it 
stands out in stark relief against 
massive white background 

Ste pping into the imposing lobby. 
the eye once again confronts you 
this time in the form of an entire 


vall tiled with this motif in a hyp- 


i 
1 
i 


notic gray and white color scheme 
Entering the giant studios, the eye 
is again present—inset on the side 
f television cameras and on light- 
1g equipment. Even the script cov- 
rs carry the pattern in a restful 
gray on gray pattern 

There are drapes to absorb er hoes, 
which give a casual decor to the 
studio besides being functional 
These feature a closely-meshed re- 
peat pattern ol the eye there are 
two color combinations: red on red 
and gold on gold. Evident through- 
out the entire utilization of the eye 
motif is a subdued saliency that ac- 
cents its presence with deft reserve 
and enhances its ingratiation. 

CBS has long anticipated the ad- 
vent of color in television and it has 
already prepared a conversion of 
the eye for this transition. The effect 
is concise and appropriate—a 
rounded kaleidoscope fitted into the 
orb and rendered in the manner of 
a prismatic stained glass window. 44 
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A builder of award-winning floats for the Pasadena Tournament of Roses parade 


gives some tips on one of the ‘‘extra’”’ jobs that frequently faces admen. 


By Roger R. Tierney 
nd excitement of < President 


t 
77 

remendous interest nationall\ Floats Ine 

: . om es : ‘Dp > . ’ 

isadenas iournament ol Ross S I ( 


each Ne W Year's Day IS a 
fact. With 


asaae? 


' . 
he wide publicity given 


ttins get. If you have 
entries pays off someone with experience build a 

people any While other parades may 1 fer float. he should be able to follow 

ho do not hear as wide an audience, there isn’t any budget very closely. If 

reason why within the scope of their 

interest and coverage they 


you aecia¢ 
to handle the project yourself, it is 
cannot best to be prepared for unexpected 
iiting list of compani do an equally effective publicity 

ng a spot among the I I 1 


and promotion job for a commercial 
entries 


1 th company. The trick is, of course, to 


raae 


yDlems 


build a float that sells whatever idea 
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than anticipated When flowe 
used, it must be remembered p 


vary. A shortage or late bloor 







may skyrocket their cost o 











necessary an expensive subst 


tion Schedules must be set 
+} 


iowers are put on at the last p 








ble moment. Putting then 
early may result in a sadly 
looking float on the bis li 
parade 

Whether a float is whol] 
with flowers, as they must be 
Tournament of Roses r parti 
or not at all, the steps In bDulld 





2 
lOllOW a general patter! 












>» Th. 


budget is set up, the them: 
chosen, and a ro gh layout 
This is followed by a conferet 
which the rougn S revi 


possible changes,  addit 


Next follows a rough 





} ’ 
qgarawing Will f q 


working 





aol . } 
Actual constructior proceet 


this manne! 


1. Usually 







motive power [| tn float Whe 
the truck is chosen, the body 
and fenders are removed, to get 






iOW a ven 






cnassis 


length. Engines tend to heat 





ariven long 










SO a Special raqaiatol S nee 





OoversiZ 
quired 


2. The structure f the float 


fashioned of lumbe to give 





rough outline of the shape the 


is to take. If the weight to be car 








makes it necessary, the platiorn 
] 


reinforced with steel 
as Special contour lines are Snape 
with welded heavy steel wi 











strengthened with reinforcing ro¢ 
4. The whole of the float surface 


covered with chicken wire 


5. The entire surface of the float 
“cocooned” using a sprayed plast 
Papier-maché can be used in tl 
same manner, but it is not as satis 


factory. It is wet when applied an 
must dry before either paint « 
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Fl 


wers can be applied Damp Roses also contains some pointers 


ather can cause trouble in drying worth noting 

the papier-macnhe dries ‘out too e It is observed that emphasis 1s 

ich, it becomes brittle, and truck placed on the mechanical condition 

brations can pop decorations off f the vehicle carrying a float be- 
cause “when hours of labor are 


voted to decoration, it is dis- 





ypointing to have the entry break 


ap} 
the lin 
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An advertising manager develops a desk drawer filing system 


which is simple, yet keeps everything in order. 


By Samuel A. Wood 
Advertising Manager 
Oxford Filing Supply Co. Inc. 
New York 
If you are an advertising manager, 
most of the material on your desk 
probably can be classified under such 
general headings as business publi- 
cations, consumer publications, direct 
mail, circulars, package enclosures, 
visual displays, exhibits and similar 

subjects. 

These are excellent breakdowns 
for the accounting department. The 
pattern of costs that develops is mir- 
rored in the budget for the next 
fiscal year. Extravagances can be 
detected. Accounting often calls on 
you for such decisions as: “Should 
the shipping cost ($45.83) for the 
collect return of an animated win- 
dow display from a dealer in Prov- 
idence be charged to 525.7 (Win- 
dow Display) or 525.13 (Shipping 
Expense) ?” 

Seriously, the accounting depart- 
ment breakdowns make good sense, 
and the temptation is strong to use 
them for classification and control 
at the creative and production levels. 


> However, trouble arises in the 
deep drawer of your desk, where 
perhaps you have installed a set of 
folders with these general headings. 
You discover that photographs, 
newspaper mats, radio scripts, sample 
sets, sales training material and a 
dozen more folders are needed. So 
you keep adding folders, until finally 
you realize that you are running a 
private filing department. It becomes 
loaded with dead wood which seems 
to accumulate continuously. 

The mistake you have made is the 
primary error of classifying and 
grouping material which should be, 
if anything, broken up into com- 
ponents and kept isolated until each 
part is completed, when it can be 
sent to file or discarded. 

Specifically, you will want a photo- 
graph folder for one week headed 


26 


“Photograph of improved file 
drawer.” The next week it might be 
headed, “Photograph of Jamestown 


Installation.” 


> For each specific job to be done, 
set up a folder. If there is no project, 
then you will obviously not make up 
a folder. Otherwise you will wind 
up with a major filing operation in- 
stead of a work expediter in youn 
deep desk drawer. Exceptions to this 
general rule can be such recurring 
projects as business paper ads, con- 
sumer publication ads, invoice stuff- 
ers, correspondence and a number 
of others depending on your re- 
quirements. But it is essential that 
you keep them down. At this point 
it may become apparent that some 
of these folders will not contain any 
material. Therefore, the question 
why always make a folder? 
There are two basic reasons: 

e If you don’t establish the habit of 
using your control file for everything, 
you soon won't be using it at all. 


arises... 


e You want to avoid bothering your- 
self with petty decisions. You must 
make one for every project that 
comes up. 


> The simple and obvious way to set 
up such a file in your deep desk 
drawer is to requisition a box of 100 
manila file folders, and off you go. 

Probably the best test of a control 
system for desk papers is how long 
the executive will operate it. The fol- 
lowing system has been used con- 
sistently for the past five years. Its 
principal virtue is simplicity. The 
only paper work involved is the jot- 
ting down of a project on a 3x5” card. 
It gives you a quick run-down on 
every project in the department and 
it locates instantly any relevant 
papers that you are holding at your 
desk. 

The basic material required is 30 
hanging folders in your deep desk 
drawer, with a set of 1-30 printed 
inserts, tabs arranged in five posi- 


tions. This is where you keep all t 
transient papers that must linge 
a while at your desk 


> The index of what 
folders is kept on thirty 3x5’ 
which may be kept in a small 
case on your desk, where they w 
fit like a calling card. These car 
will be replaced constantly with ne 
cards for new projects. To set 
the system, take 30 cards and number 
them by hand in the upper rig! 
hand corner from 1 to 30, Then 
your recurrent projects 

. Business paper advertisements 

“onsumer paper advertising 


Jirect mail 


i 


nvoice stullers 


I 
( 
Correspondence 
I 
I 


Now you have the first five nun 
bers of your file 
nently 


assigned perma 
Place all pertinent papers In 
these folders. You will have to clean 
house in these permanent folde1 
periodically so that comple ted wo! 


doesn't accumulate 


> Next take the work pile to be com- 
pleted and analyze it. You will b 
able to determine those special sub- 
jects applying to your own particular 
line of business and will want to as 

sign additional permanent numbe 

to these. This will be your own prot 

lem, but I can give you a run-dow 

on a few of the cards currently in n 

»wn assortment 


Date Wanted 
Oct. 16 


File Numbe 
Reprint of general line 
catalog, zone 3 
Photo of factory opera- 
tions 
Spanish edition, Penda- 
flex circular 
Salesman's advance let- 
ter 1) 
N. Y. Stationers Assn. 
journal ad 
Follow-up letter for con- 
sumer inquiries 14 
Catalog insert for Koch 18 
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Menu 


<> < 


DAY LONG Comfort 


MASSAGIC 


} Ait Gain Shoes 


“Positive Selling Every Hour ( * Every Day ! 
"iene dl 


a 7 tC 
INC. 
PACKAGING MATERIALS 
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This filing system is designed to help the 
adman get rid of the pile of papers on 


his desk 


Blotter for files 19 
Reorder of newspaper 
mats 21 
? Direction sheet, 432-1 /5 


folders 24 











> 





a I am 
On each card you 


Does this give you the ide 
trying to convey? 
can record the status of the 
Fo 


g 
f 


project 


example, “Paste-up out for en- 


aving, 10/5” or “Assigned to agency 
yr copy and roughs 10/27.” 
Observe the omissions in the num- 
bering. What happened to cards 10 
and 12? They are vacant because the 
projects assigned to those numbers 
have been completed 

You will notice also that card #24 
is followed by the word Signal. This 
word is not written on the card. It 
that I attached a 
ignal tab to card number 24 


indicates have 
metal s 
because it is the last active card in 
the group. Behind it are grouped 
numbered in this 
0. 312. 15, 1. 7. 2.22. SB 
They are blank 
cards which are numbered, but un- 
lettered with any project. 


> When the project 
along, it gets card number 10 which 
is then shifted from behind the metal 
signal to its correct numerical loca- 
tion in front of the signal. All re- 
lated papers are then dropped into 
folder number 10 

When a project is completed, the 


the missing cards, 
sequence 
and cards 25 to 30 


next comes 


card is removed entirely and papers 
in the folder are turned over to an 
filing. A blank 
card is assigned the same number 
and inserted behind the metal signal 
in correct numerical order 


assistant for new 


This group of index cards becomes 
very They are usually 
kept on your desk. At night they go 
on top of the few papers left over 


important 


from the day, which you drop into 
the empty drawer just above you 


28 






desk control file. The first job in the 


morning is to dispose of these few 
Your 


each day with this drawe1 


papers objective is to start 


empty o1 


else you'll start accumulating an- 
othe r pile of stuff 

So that’s it. Use just 30 hanging 
folders labeled 1 to 30 in your deep 


lrawer, 30 index cards, a metal 
, a rubbet band ind you're in 
SS 44 





Second Annual Retail 
\d Conference Planned 


. ’ 1 1 
The second annual Retail Adve 
sing Conference Vill be neld at t 
Sheraton Hotel in Chicago 
24 Last vear's conterence adrew top- 
flioht l admer ron set y 
fight retall aagmen [trom all sectio 
of the country and with an expanded 
1954 ses- 


pected to be 


scheduled tor tne 
tt ndance IS CN 


even greate! 


Among the experts slated for thi 


Full House at the Biltmore Near 
York's Hotel Biltmore for the se d <em 
the Advertising Trades Institute 


Advertising Essentials 
Show Draws Record Crowd 


Nearly ten New York 
advertising men and women flooded 
the floors of the Biltmore Hotel No- 
16-18 for the second semi- 


thousand 


vembe1 
annual Advertising Essentials Show, 
sponsored by the Advertising Trades 
Institute. The attendance was nearly 
4.000 greater than the first show held 
in June 


The 


space was jammed with 150 exhibits 


15,000 square feet of exhibit 


including typography, paper, engrav- 


ings, photography, art services, print- 











program are Clyde Bedell, retail ad 


authority 


copy Robert B Johnson 
sales promotion manage! for Ch 
cago's Me rchandise 


| P 1] 
meteorologists Wno WII ¢ 


Mart; Murray & 
Trettel ' ‘ 
plain how to make weathe: "A 


or you,” and Frank C 


orael expert 

Complete details mn tne 
ence are available Irom tne 
Inquiries should be addressed to Re 
tail Advertisi: Conference 32 W 
Randolph St., Chicago 1 44 


New Service Added by 
Ohio Incentive Firm 


v7 








admen took over the 2th + + Nlew 
Advert Essent Show j 
1 | 
ing, photo-lettering devices, toreign 


services. colo: 


methods, 
plays, charts, point of purchase dis- 
plays, luminous inks, 3-D equipment 


advertising 


postage reproduct yn 


cost-cutting moving dis- 


banners, binding and 


mounting processes, specialty envel- 
opes, advertising premiums and spe- 
cialties, 


othe: 


projection 


equipment and 
items of interest to admen. Ex- 
hibitors from all sections of the coun- 
try were represented 

Show Thomas B 


reported that the huge turnout for 


director 


the second show “confirms the need 
for such an event and clinches its 


permanence.’ 44 
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AR presents an over-all picture of color photography .. . 


By Robert B. Konikow 
Director of Sales & Promotio1 
Frankl Color Laboratories 
Washington, D. C 


The use of color in advertising 
increasing steadily. The number of 
full-color pages in national media 
has hit a new high. More and more 
daily newspapers are offering R.O.P 
color as a matter of course 

With this increasing use, it is be- 
coming more important for anyone 
who has need to orde1 specily o1 
even to discuss the use of color, to 
begin to understand its processes 
and limitations more clearly. In this 
article I shall try to describe the 
main processes in color photography 
give some explanation of how they 
differ and what their special advan- 
tages may be 

All photographic color processes 
are based on the fact that most col- 
ors can be matched by combining 


three components, called primaries 
Almost all colors consist of a com- 


bination of these primaries. each in 
a specific intensity. While there ar« 
different sets of primaries adopted 
by various manufacturers. they art 
fairly standard. In color film, the 
three basic dye colors are a yellow, 
a blue-green (or cyan) and a ma- 
genta. 
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the kinds of film, their uses, how they are processed, etc. 


Was aone by 
tures, one rignt alte} 
through a different 
three black and 
When these were 
the prope: colon 
n 


images Superimposed, 


a close approximation to the ori: 
color scene 
technique is still used « 
with cameras that exposs 
plates simultaneously. In these cam- 
eras. the light that passes through 
the lens is split into three beams 
by means of prisms. Each beam is 
passed through a filter before reach- 
» film emulsion. This results in 
negatives—as in the other 

rangement. However. 
camera takes all tl 
the same time 
subjects that would 
successive shots 

While historically important. these 
techniques are used only occasionally 
today. Most important of these uses 
is the Technicolo: 
work. In still 


which this article is concerned, ths 


motion picture 


photograpny. with 


three plate camera is used where vou 
wish to jump directly to separation 
negatives and color plates for print- 
ing, with no check on color until the 


printer's proof. Modern color film 


the colo! 


>» Most ec 

Kodachrome. 

Kodak 

nly 

came! 

means that when the exposed 
process¢ d. it becomes transpal 


whose colors are 


subject 


laborato1 es 
come back. 
WISE In cardl 
projection 

This same siz 
stereo cameras 
though the new Lionel 
entering the market. 
own film. However. 
camera is primarily for the 


field, it will probably play 




























































































































































































































































































































































































anyone can do 


Hand-Lettering 


with a as oe 
VARIGRAPH 
Hata i t6 DL 


cursiv® 
Casual 





BODONT 


All the ‘heads’ and sample 
styles in this ad lettered 


~Serit by Varigraph 


Cason @yEnalish 


» 2170 
any shope = anny S1Z¢ 
Now anyone can do a good job of hand 
lett eZ ? exactly t y 
want to ft your layout. More than 60 
Variations in size and shapes of letters may 
be produced from one templet. 126 tem 


plets and lettering styles to choose trom 
For complete information write Dept. 162 


VARiIGRAPH CO., INC. 


MADISON 1, WISCONSIN 









‘Stats Trim 
Your Ad Costs! 


(soials 


and this FREE booklet tells 
how you can make time-saving re- 
ductions, enlargements; reduce Ko- 
dachromes to line drawings: make 
perfect perspectives in a jiffy; put 
snap in displays; facilitate layouts: 
and many other tricks of the graph- 
ie arts trade. 


RCS gives FAST top quality sers 
ice by mail! Every ad man should 
have a copy of this book. S« nd for 
yours today! 


Addres 


a OFFSET PRINTERS 


Div. of Rapid Copy Service, In 
j | 123 North Wacker Drive 
Chicago 6, Illinois 








part in advertising photography. For 
the convenience of stereo fans, East- 
man packages its 35mm Kodachrome 
in special lengths somewhat more 
economical for this use. They also 
make available a stereo mounting 


service 


> Competing with Kodachrome is 
Ansco Color Film. This also comes in 
35mm cartridges and in the 828 size 
It also is available in money-saving 
28’ lengths, notched so as to make 
eight 20-exposure rolls for the 
photographer to load in his own 
cartridges. 

Photographers differ widely as to 
the relative merits of Ansco Color 
and Kodachrome. Ansco, more re- 
cently placed on the market, took 
some years to settle down, but today 
there is little esthetic difference be- 
tween the two, and selection is often 
a matter of the personal taste of the 
photographer. 

One major difference is that 
Ansco can be processed locally. Kits, 
containing all the chemicals needed, 
can be bought at photo supply 
houses. Only standard darkroom 
equipment is needed to finish the 
film. However, each roll takes about 
112 hours to put through the various 
solutions, and temperature control 
is extremely important—beyond the 
means of most darkrooms. Thus, the 
majority of professional and amateur 
photographers who use Ansco send 
their film to a commercial laboratory 

Ansco has 41 authorized color 


throughout the United 
States and Canada, and there are 


finishers 


other laboratories in operation who 
do not carry the Ansco-authorized 
seal Usually Ansco processing by a 
reliable laboratory is faster than that 
furnished by Eastman for Koda- 
chrome 


> Ansco color can also be obtained 
in the 120 and 620 sizes, which are 
used in many of the popular reflex 
cameras, and in sheet film. Eastman, 
however, has not left this field to 
Ansco without competition. They are 
distributing Ektachrome to cover 
this market. This is a positive colon 
film which, like Ansco, can be pro- 
cessed by the photographer. Kits are 
available, and most commercial color 
laboratories handle both Ansco and 
Ektachrome. Here again the choice 
between the two is more a matter of 
personal preference than anything 
else. With proper handling both can 
give brilliant transparencies. 

These three Koda- 
chrome, Ansco Color, and Ekta- 
chrome—include the vast majority 
of all positive color film currently 


processes 





available. There is a large numb 
of foreign make films but none 
currently distributed in this count: 
Among these are Gevacolor fro 
Belgium, Agfacolor from German 
Ilford from England, and Ferrani: 
color from Italy. They are based « 
the same principles as Ansco 

Ektachrome, but the specific chen 
cals used vary enough so that ea 
of them takes its own process at 
can most reliably be processed on 
in accordance with its manufacture) 
instructions. In addition, there 


some special and limited films ava 


a 


able under various brands. There 

however, danger in using them, sin 
processing facilities are not alway 
available and standards are not a 


Ways matintaline d 


> Positive transpart ncies are the re 
sult of using these three films. In siz 
they vary from the 35mm width t 
sheets 8x10” and, occasionally, eve 
larger. They can be used for pri 
jection, mounte d either in cardboa 
or in glass. The larger transparencit 
can also be viewed directly in ex 
hibits or similar displays. In bot 
cases they are viewed by light pass¢t 
through the film 


1! 


Transparencies, especially in tl 
35mm size or stereo, are being ust 
increasingly as a sales tool. Instea 
of a collection of bulky sample 
many firms are issuing their m« 
slides and viewers. For the situati 
where a salesman is talking to 


1) 


prospect, a table viewer small enoug! 
to fit in a briefcase can give a bril 
liant picture and can show, in fu 
color, installations in the field, fa 
tory scenes, schematic artwork, an 
so on. Where third-dimension realit 
is a positive factor, salesmen can be 
equipped with cases no larger thar 
a book, which hold a stereo views 
and a set of slides 

Where many copies of a trans- 
parency are needed, it is possible 
to get duplicates made by a numbe1 


of 


commercial laboratories. These 
are made on a special duplicating 
stock and are remarkably faithful 
to the original slide. If, however, ex- 
act reproduction of color is critical 
it is better to make additional ori- 
ginals where possible. In this case, 
the photographer, once he has made 
his set-up, takes as many shots of it 
as you need. This is somewhat more 
feasible with still life in the studio 
than with either location shots o1 
when models are used. If you need a 
limited number of slides, it may bs 
a worthwhile technique 


> For some uses, a print, viewed 
by reflected light, is more convenient 
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A Guide To Color Films 


Name Size 
POSITIVE 
3 5 mm 


828 


Kodachrome 


35mm 
828 
120-620 
sheet 
film 


Ansco Color 


Ektachrome 


NEGATIVE 
Kodacolor 
Plenacolor 
Ektacolor 





| } 
used in a finished dummy 


a non-visual client a better 


} Colo 


ushead product 
? 
Saiesmen s 


tir 


the 
can be used in 
portfolios. They can show examples 
use, or charts where 


They 


istration 


products in 

Is important 

ixe catalog 
expensive but unique 


qageaiers us¢ 


irchase 


valuable 


iginal transparen Vy can 


either by printing or by photog) 
Using color slides to make print 
pictures is not much different 


8 Alli 


working from opaque artwork 


Dest results, lou! plates are use 


each of the 


. 
and one for black 


yne for three primary 
Very fine 
this 
way, but unless a substantial numb 


} 
coiors, 


reproductions can be made in 


f copies is wanted, the cost is high 


since four-color plates are expen- 
is needed to bring 

unit cost 
Photographic prints can be made 
trom any 


slide 


positive transparency. The 


is placed in an enlarger and the 
image projected on a sheet of opaque 
acetate coated with the three-laye1 
Both Eastman and 
such 


color emulsions 


Ansco make with 

Eastman handling print production 
} I 

in its own plant, while Ansco Printon 


is used by 


materials, 


independent co 
laboratories 


> These direct prints are compara- 
tively inexpensive, but the price does 
not drop very rapidly with quantities 
In addition, they have some faults 
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Maker Process Prints 


Eastman Eastman’ Eastman or 
commercial 


laboratories 


Photographer or 


commercial laboratories 


Eastman Photographer or 


commercial laboratories 


Eastman Eastman’ Eastman 


Ansco 


Ansco Ansco 


Eastman Photographer or 


commercial laboratories 





innerent in the process 
that appear by reflected light 


never as bright as those seen by 
transmitted light. Thus, no print, no 


matte! 


‘ yall ‘ 
carelully made, can 


er a ; 
match the brilliance of a good pro- 


three 


batch of 


1 3 1 
ection slide. In addition, the 


primaries vary from one 
emulsion to another, and fron 
manufacturer to another 
a print, the 
be some color hift 
but 


. 1] hI 
uncontrollable since 


} 
Vays unpleasant, 


layers are exposed and p! 


time, it is difficult 

balance. If you 

navea large orde} where exact colo! 

reproduction is important, find 
' 1 1] : 
laboratory which will work 

Uu and be 

rst. Outline 


vour lab before 


sure to get a sample 


your entire job with 


you start, so that 
emulsions can be standardized in ad- 
vance and complete agreement 
reached on what the acceptable pos- 


sibilities are 


> r iimmited 


runs of high quality, 
there are two print processes avail- 
able Car- 
while some 
photographers swear by it, it is being 
replaced by dye transfer. Both are 
expensive, involving skillful hand- 
work and careful judgment. They in- 
volve taking the original transpar- 
ency 


dye transfer and carbro 


bro is the older and, 


and making from it a set of 


three separation negatives, each 
based on one of the primaries. These 
negatives are used to prepare images 
of the corresponding colors, which 
are physically superimposed 


the three are 


Since 
color cor- 


rection can be performed by a skill- 


separate, 


. Your Invitation to 
Kodak’s 1954 Show 
“COLOR FOR ADVERTISING” 


If you sell or advertise anything, you 


iinot want to mi ur yiection olf 


irs finest advert I 10tog- 


Hundreds of 
studios in 
will help you pl: 
Contir 


f 


work 

will also 

ng of moderr 
processes 


ytels) 


SAN FRANCISCO 
Janvary 12-14; Palace 
LOS ANGELES 
Janvary 18-20; Huntington 
HOUSTON 
Janvary 28, 29; Shamrock 
ST.LOUIS 
February 3, 4; Jefferson 
MINNEAPOLIS 
February 9-11; Radisson 
CHICAGO 
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DETROIT 
February 23-25; Detroit-Leland 
PHILADELPHIA 
March 9-11; Bellevue-Stratford 
NEW YORK 


March 15-19; Commodore 
BOSTON 
Morch 23-25; Sheraton Plaza 
TORONTO 


April 1, 2; King Edward 


EASTMAN KODAK COMPANY 
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8x10 Prints 
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ras 


Only 


ITTY Tames tied Size 
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WEIGHT GLOSS 8x10 
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cuts 


reproduc es 








The 


texture and detail on any kind of 


artwork that 























paper by any printing process. 
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SANDER ENGRAVING CO. 
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ful craftsman and an extremely vivid 
print obtained 

There is a wide range of technical 
competence in the field, with a great 
deal of the temperament of the artist 
required to 
prints 


produce successful 
Dye transfer is one process 
where it does not pay to be econom- 
ical. An 8x10” print will cost any- 
where from $50 up. Additional prints 
made from the same masters are less 
expensive, but the cost 
proaches the low 


never ap- 
direct 


cost ol 


photographic prints 


For some purposes, it will be pos- 
sible to take a black and white print 
and add color. One method, made 
familiar by hand-tinted portraits, is 
to apply color by adding it to the 
Another method 
currently is being promoted by East- 
Called Flexichrome, it 
stitutes dye for 
in the print 


silver of the print 
man sub- 

the grains of silve 
Thus, while the artist 
controls the color he is applying, the 
intensity of that color is determined 
by the intensity of the original print 
Delicate gradations of tone are pos- 
sible, and a top quality Flexichrome 
is hard to tell from a colo: 
However, the Flexichrome 
automatically 


print 
does not 
duplicate, or try to 
Good 


require skill and care, and 


duplicate, the original colo: 
results 
these qualities are rare and some- 


what expensive 


> In 
film has been placed on the 
Here the 


but one whose colors are comple- 


recent years negative colo! 
market 
result is a transparency, 


mentary to those of the subject. A 
light blue sky is deep orange, a red 
hair-ribbon becomes green, and so 
on. By inspection of this negative, 
one is not able to get any impression 
of the quality of the photograph. You 
can tell whether it is sharp or not, 
or whether the general composition 
is satisfactory, but it is impossible 
to judge quality of color or the ex- 
pression of a face. For this a colo: 
print is needed 

Eastman’s entry in the color neg- 
ative field is widely distributed as 
Kodacolor. This film is designed pri- 
marily for amateurs and is released 
in the most common sizes of roll film 
Its value is that it is faster than the 
positive films and can therefore be 
used successfully in the less expen- 
sive cameras. It is used very little, 
however, by professionals. Process- 
ing and printing are done only by 
Eastman. While the prints obtain- 
able from this process are very sat- 
isfactory from the standpoint of the 
amateur, the color is too variable, 
and the process too limited to be of 


much value elsewhere. 





> Ansco’s color negative film, Plen: 
color, is still in the experiment: 
stage, and is being distributed 

Dallas and Atlanta only. It is ve: 
much like Kodacolo1 


the same limitations. Of course, re 


with many 


search is continuing at great rat 
in these fields and the situation ma 
different Ansco 


ready to release its film national] 


be very when 
At present, all processing and print 
ing of Plenacolor is done by Ansco 
For the professional level, East 
man has recently added Ektacolor t 


its available films. This is bei: 
manufactured at present only in th 
standard sheet film sizes. It is a hig} 


quality negative useful in meetir 


professional requirements It 
particularly useful in making larg: 
quantities of positive transparenci 


Ektacolo1 sneet 


Color quality is maintained throug 


using additional 


this process It is also useful as ; 


intermediary step in making se} 





ve 

tion negatives 

Ektacolor is not processed by East 
man, but they sell processi kit 
In most cases the photographe1 W 
process his own Ektacolor. althoug 
a few of the commercial laborator 
are capable of handling this filn 
» Color photography IS Stlil a r 
tricky process, although f it 


phases are being 


proved continually. In every stage « 


production you are faced with na 
row limits within which you mu 
Stay In taking the picture tne ligi 
must be right. In processir é 
slight shift in time or temperatu 
can produce a marked color shift. | 
making prints, correct color filt: 
tion, adapted to the sper ific chara 


teristics of the batch of emulsion b 


ing used IS required tor consiste! 
results 
The field is young enough so tha 


} 1 


costs and quality standards val 
widely, without much reference 
other. There is, for 


practically no 


each examplk 


standard equipment 
made for the commercial processins 
laboratory. Thus, efficien« y of opera 
tion depends upon the ingenuity 
each firm in developing its device 
The farther along it is, the lower the 
cost at which it can produce quality) 
work and still make a profit. On the 
other hand, a low price may includ: 
not enough care to get consistent re- 
sults and high quality 


have found a laboratory 


Once yo 
that ap- 
proaches your job with an under- 
standing of your requirements and 
a willingness to work hard to get toy 
quality, hang on to it. You will b 
using more color in the coming 
years, and you can’t afford anything 
but the best! 44 





Advertising Requirements 











ents 


WORLD'S 
LARGEST 


SIGNS & IDENTIFICATION MATERIAL 


SPECTACULAR 


Motorola completes an amazing sign on Chicago's Outer Drive which will be seen daily by 560,000. 


By Dick Hodgson 
AR Managing Editor 


Turn on the sign, Mr. Thompson 
Those words, voiced into a two- 


way “Handie-Talkie” mobile radi 


unit by six-year-old Gail Galvin 
brought forth a shower of light 
which must have startled motorists 
on Chicago's Outer Drive. They 
were the cue for Ralph Thompson 
of Federal Enterprises Inc. (Chi- 
cago) to throw the switches on the 
world’s biggest spectacular 

Gail, daughter of Robert W. Gal- 
vin, executive vice-president ol 
Motorola Inc. (Chicago), climaxed 
several months of planning and 
work when she gave the signal fo 
the lighting of the huge sign. It will 
tell the 560,000 persons who pass the 
spot daily of the electronics products 
produced by Motorola 


> Not only is the 130x195’ structure 
the largest illuminated display sign 
in the world, but it boasts an amaz- 
ing collection of additional astro- 
nomical statistics 


e The sign features the largest clock 
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a giant mecnanism 
measuring 62’ across, with half-ton 
aluminum hands that can be seen 
] ? 


le + , , . > ] 
clearly from a distance of several 


miles across Grant Park to the south 
e The clock is framed by a modern 
television receiver with a 414,785 
square inch screen size, the equlva- 
lent of 1693 tv sets of 21” size 
e “Motorola TV” is spelled out 
letters 34’ high 
e The sign contains two miles of 
neon tubing and 10,220 light bulbs 
and has 12 miles of wiring 
e The display weighs 50 tons: 
structure, 120 tons 
e The height from ground to top ol 
the display is 220’—equivalent to an 
18-story building 
e The sign has 246 body sections, 
313 transformers, 3,500 electrodes, 
690 flasher contacts, 1,750 tube sec- 
tions and will consume 18,000 kilo- 
watt hours per month 

The unusual dimensions of the 
sign are even more amazing when it 
is considered that Motorola has not 
previously gone in for spectacula 
signs as part of its advertising pro- 


except for large 
its various plants in 
area. At the grand lightins 
held at the Chicago 
Vantage point trom 
could be easily seen shining over the 
waters of Lake Michigan half a mile 
away, Motorola officials pointed out 
hat the sign plays a substantial part 
in the company’s twelve million dol- 


lar advertising and sales promotio1 
budget. They pointed out, howeve 
that they have no plans at present to 
extend their use of spectaculars t 
other markets 

The new spectacular has bee 
acquired by Motorola as part of its 
25th anniversary promotion. Its lo- 
cation in Chicago was attributed 
both to the city’s role as the recog- 
nized capital of the electronics in- 
dustry and the fact that it is the 


' 
home base of Motorola 


> For a while it looked as if little 
Miss Galvin’s radioed instructions to 
turn on the sign might backfire 
Federal Enterprises’ Ralph Thomp- 
son wasn't alone on the big sign 
Nearly 30 workmen were busy 





sana 









Lake Front Exposure... The design of Motorola's gigantic new ticularly large daytime audience. The exact position is indicated t 


spectacular makes it equally effective viewed in daylight or neon the arrow in right photo, which shows the Outer Dr 








ve k nort 
yhted at night. The sign’s color values show up particularly well in from the Chicago Natural History Museum (lower right). Mict 
- 5 
sunlight. Its location on Chicago's busy Outer Drives gives it a par Avenue buildings are seen at the extreme upper left 

























































































































































































































































































checking and rechecking the lights 
and mechanism, replacing bulbs and 
handling last minute chores up to 
the very minute the word arrived to 
light up the spectacular. 

The sign won’t have a chance to 
get lonesome. Maintenance will be a 
full-time job in order to keep the 
ten thousand lights, two miles of 
tubing and 12 miles of wiring in 
working order. A serviceman will be 
on duty in a penthouse located high 
up in the steel structure itself, where 
control panels, servicing equipment 
and telephones to Federal Enter- 





Half-Ton Hands . 


Barbara Collins of 
Motorola's public relations department be 
omes a midget beside one of the half-ton 
aluminum hands used on the world’s big 


gest spectacular 


34 









prises are located. The penthouse 
was used to house all equipment 
used in installing the sign 


> Construction of the sign presented 
many challenging problems. Because 
traffic during the day is particularly 
heavy, extensive research went into 
making this spectacular a colorful 
daytime sign as well as a dramati- 
cally lighted night sign. Taking into 
account its exposure to Lake Michi- 
gan breezes which have given the 
“Windy City” its nickname, the sign 
has had to have special weatherizing 
treatment 

Color tones and values have been 
planned to stand out in any light, 
but particularly when the sun shines 
on the face of the sign, which has a 
southern exposure facing directly 
into the sun most of the day. The 
colors have been designed to show 
up at their brightest when in direct 
sunlight, but it is colorful in any 
type of daylight 

The colors used are values of the 
same ones featured in all Motorola 
four-color advertising—the “M” in 
Motorola is red; the other letters in 
the word are white; the “T” is green, 
and the “V” is blue—thus tying in 
with trademark colors. 


> The color tubing for night lighting 
also is exceptional. It is a non-mer- 
cury tubing which will not fade from 
cold during wintry lakefront blasts. 
Colors will stay steady during all 
types of climatic conditions. 

The Telechron movement in the 
huge clock was specially constructed, 











keeping in mind the windy locatior 
subject to extremes in temperatures 
as well as the size of the clock. I 
all aspects of the sign, the most im- 
portant consideration was the cli- 
matic conditions on Chicago’s lake- 
front 

Installing the 15’ letters of the 
secondary copy which lists Motorola's 
products probably established an- 
other record for sign installation 
They were installed complete, being 
hoisted by an electric winch 44 


Improved Black Light 
Fixtures Introduced 


Ultra-Violet Products Inc. (South 
Pasadena, Cal.) has announced the 
introduction of a new series of black 
light display units. The new units 
reportedly have been improved in 
design by a special specular-finish 
Alzak reflector which multiplies the 
radiation as much as five times 

The units, called “Blak-Ray,” can 
produce spectacular colors when di- 
rected at special Blak-Ray paints, 
chalks, fabrics, crayons and othe: 
materials. The units are designed to 
light signs, displays, interior or ex- 
terior decorations, chalk talks, 24- 
sheet posters and special paintings 

The company suggests that the in- 
creased intensity of the units broad- 
ens the applications of the fixtures 

Additional information is availa- 
ble from the company. 
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Handy Booklet Answers 
Questions on Printing 


Questions about 


printing, 


screen proces 


fluorescent papers, decals 
Scotchlite, etc. are 
handy pocket-size booklet put out 
by Rueby Process (New York). The 
booklet also describes and illustrates 
by the 


} 
answered 1n a 


the screen processing aii 
ompany 

In addition, the 
a variety of othe 


booklet contains 
information in- 
‘luding suggested uses fo1 Day-Glk ) 
Scotchlite, decals, etc. There is also 
a complete description of the 
pany’s services, whicl 
ing decals, highway signs 

ounter display cards, pennants, ban- 
ners and _ producing § advertising 
spec altic S 

The 28-page b vokle 


with cartoor 


company’s pri 


Offer De-Calendar 


A new 1954 decal cale 
ia 7 1 
includes a useful table 
equivalents as well as the 
1 y 
record IS be ing oftte red 
Fechteler & Co. (Weehawk 
The new de-calendar is ez 


After di pping it into \ 


30 seconds, the decal is slid off ont 


} ' 
plied 


. office desk, wall or otner equilp- 
ment, and blotted. The ] j 

stick to any smooth 

peeling The new 

tively produced 


. : 
able from the company 


3-D Flasher . 


window sian 


A new 3-D counter and 
offered distributor 
by American Moanacanes t Division 
American Brake Shoe C The 10x16” s 
ishes on 
showing only the words 
Alloys,’ while the lighted three-color view 
shows this three-dimensional welder and ad 
ditional copy. The 3-D effect was achieved 
with the 


ciple 
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posting percentages 


with GOODSTIX 


transparent plastic 


mete sraerpe SIGNS 


ley thy 


\ oe 
eeciobel SS he 
cae 


3 
1S 


Stag sig 


yours for the asking . . . and 
vantage points throughout retail outlets. With 
gets across instantly, strikingly, and 


es 
pietetic BEVERAS 


Thousands of siore windows can be 
numerous other 
Goodstix your 
at low cost. 


sales message 


Store owners and clerks prefer these signs that go up in a minute. 
No moisture, no tape, no glue, no sticky mess. Just remove tapes 
from pressure-sensitive strips—and press. That’s all! And brilliantly 
printed transparent signs never hamper visibility — stay up, stop 
shoppe rs, make sales for your product. For that easy-to-apply P.O.P. 
sign — give your retailers GOODSTIX. 


Write for sample folder and full details to Dept. ARI 


US RS eee 









General Outdoor Booklet 


Offers Ideas for Signs 


Lordens \CE CREAM — 


Admen looking for sign ideas wi 





find a variety of suggestions in 
plastic-bound booklet which ex 
plains the services of General Out 






























ICE CREAM SODAS FROSTED FLOATS ; s ‘ j 

MALTEDS CE CREAM SUNDAES doo Advertising Co (Chicago) In 
WOT FUDGE SUNDAE ee CREMM cluded are 32 actual photographs « 
enaababall ick CEA CORES sign installations by GOA 

ee = Among the specimens shown a1 
FRESH FRUIT SUNDAES ICE CREAM SANDWICHES 


plant identification signs, — stor 
fronts, spectaculars, roadside instal 
lations and others 





Daisy Design 









































Kay lew > carry out the Borden Elsie daisy me nd New Cut-Out Letter 8 
dentification program onstructed of Masonite and silk screened in five colors on 
privilege panel (mounted above) for Series Introduced 
olor 20” decal. The sign has a wooden 
support and two wooden blocks on the back with a wire for hanair A new series of cut-out letters i t 
a variety of modern and classic face 
Many Famous Displays and 3-D plastic display types. Such is being imported from France b irf 
: - - " famous displays as the Hamm’s bee the Grace Letter Co. (New York) ISS\ 
Pictured in Brochure simulated ice cake display; the il- | The new Graforel letters are ready The 
More than 25 different examples ot luminated, animated display tor eS eummed like a postage stamp or} 
plastic counter, back bar and wall cade Bourbon; Seagram’s Seven- easy mounting a’ 
plaque displays, many with three crown trademark replica, and Cor- Die-cut of composition cork, the T 
dimensional effects, are illustrated by’s colorful illuminated “parrot letters are available in 12 faces an tic 
in full color in a folder issued by wall plaque are illustrated and de- 12 sizes, ranging from “15” to 4”. The en 
L. A. Goodman Mfg. Co. (Chicago) scribed. The dimensions of each dis- letters offer admen an easy a! ‘0 
The folder, “Plastic 3 Dimensional play are listed in the brochure quick method of preparing signs an tal 
Point-of-Purchase Displays,” shows displays They can be applied to any ind 
examples of illuminated, animated clean, dry, flat or slightly curved box 
Op 
d f sions | ket 
OZeENS OL SIGNS In your pocket . 2... 
PRINT-STIX CAN ADVERTISING and Identification material with 
BE PADDED TO pressure-sensitive adhesive on back or with 
FACILITATE COUNT- strip or spot adhesive is easy to place just 
ING AND CARRYING : + at . 
where wanted. Quality printing, expert die cut- 
ting, art and copy service available. 
Other point of purchase advertising materials are 2 
Topflight Tape, Glo-Stix, Reflecto-Stix and Perma-Stix. 
All have pressure-sensitive adhesive. 
. | 
More information and samples on request. 
Le 
tic 
rOPFLIGHT : 
TAPE COMPANY 
YORK. PENNSYLVANIA m 
CG 
NEW YORK 2 CHICAGO C 
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And GOA can do the same top 
job on electrical and identifica- 
tion signs for you! Whether you 
need one sign or a thousand, the 
experience of the entire GOA 

-) organization is at your service. 


\ ike a 
| €, CO. 


rtising 


Market! 


Re sults 


Call your nearby GOA branch office 
for full information, or write: 


515 South Loomis Street 


Chicago 7, Illinois 
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for a copy of the Monsen 
‘Accurate Proofreading" folder 


There is no obligation 


PP) 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-9 
Chicago 11, Illinois 


Gentlemen: Pleose send me acopy of 
your “Accurate fF roofreading" folder 


name 
title 
company 
address 


city 


proofreader at work... 


You get proofreadit xy plus when you let Monsen set 
proofs are righ not just read...when you get them 
It's one thing to acc urately cneckK proots against the cop\ 


proofreaders do this. But it’s quite another proble m to catch 


misspelled in the original manuscript...to be aw 
that sometimes are overlooked in the | 
typographical errors unnoticed by the 

word or phrase is omitted and that 

technical words and phrases when handwri cle 


those little mistakes that stand out so glaringly af jol 


a 


At Monsen, your copy 1s proofread by experts These hig] 


men and women make a deliberate effort to correct im 
to call them to your attention if there is any doubt as to 
They are remarkably accurate...but human 

But proofreading at Monsen does not stop at this point. Your Monsen 
proofs must agree with your layout too. That’s why precision line-up 
tables are part of the Monsen Proofreading Department. Your proofs are 
square and in alignment when you get them...as perfect as type can be. 


Serving the typographic needs of customers in 48 states and throughout the world 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST 
MONSEN-WASHINGTON, D. C., 509 F ST. N.W. 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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LAYOUT & TYPOGRAPH, 


This last article by the late Edward M. Diamant, one of the country’s 


best known typographers, explains the pitfalls of private typefaces. 
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> Many 


that have presses usually 
‘ themselves with private tvpes, 
} I ’ 
~ that does not mean that all of 1 y 
: . . the Nation 
books or literature 1s printed in that T F 
} . ype ace 
particulal ype Experience has iso +] 
‘ : ations vit 
proven that it becomes tiresome 
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ganizations ana 


after a while—therefore they change 
to different faces to freshen up their 
printed matter 


cated to the good of 


he took time out while iv the hos- 


How many of you can remembe1 
the private type of the Klaxon horn, 
and the private type of the National 
Biscuit Co the sole survivor of the 


pital to pencil out the words of 
this article 
Ed Diamant 


; October 10 in his 
latter is the signature, which is now 


part of their trademark. This type 
was shown in the 1912 specimen 
book of the American Type Found- 
ers as National Old Style and its de- 
signer was the late Frederic W 
Goudy. 
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many in the way of 
sound practices and 


higher standards. He 
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OFFSET USERS... 


Save °9 out of 10 


CUT TYPE COSTS BY AS MUCH AS 907 


set vo ur own h type 
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a POTOTYPE 
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Anvone it 


vou $9 out of $10 or ype 








costs 


\ stenographer 


set this entire ad! 


@ Brochures, catalogs, direct-mail 
house organs, ads, letterheads 
@ Over 250 ty ype styles and sizes 


for FREE 


Send f 


today’ 


catal log 





NEWS ITEMS 


on any subject 



















From newspapers and magazines 
published throughout the country. 
Write for booklet... 




































PRESS CLIPPING BUREAU 
165 Church St., New York 7 
Est. 1888 BA 7-5371 





the readers 
of AR spend 


$3,000,000,000 


AR only to actual buyers of 
advertising materials, equipment, and 
services, and goes to far more of 
them than are included in the audi- 
ence of any other publication. 


goes 


It provides the specialized editorial 
information which these buyers need 
and want, and which they cannot 
obtain anywhere else. Editorially and 
circulation-wise, Advertising Re- 
quirements covers your field specifi- 
cally, with power and penetration 
never before available. Write today 
for details on the truly amazing re- 
sponse which this new publication is 
producing 


aclwertising 
Requirements 


200 E. Illinois St. Chicago 11, Til. 
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When Gimbel Brothers came to 
New York and opened their new 
store, they started with a private 


type public ized as spec ially designed 
for their advertising. It 


a short time 


was used fo1 
cut short 


its classical contours lacked 


and its caree! 
because 
that 


u mph 


all-important quality—sales- 


Later on, the 
to the 
Avenue, a 


late 


type of 


same happened 


Saks-Fifth 


designed by 


private 
face 
At the 


Was 


1 
also 


Goudy time, an entire win- 


given to exhibit the work- 


ing drawings, 


dow 
matrices and type of 


this specially designed alphabet for 


Saks’ exclusive use. Frankly, was 
a sick anemic lette Goud had 


many othe types, which he designed 


before 


this, that would have fitted 
with more grace and utility into 
Saks advertising such as Italian Old 


Sty le o1 
ol the 
strictly private 


Kaaters 


adve1 tising 


Kill. But 


executives for a 


the ego 


type could not be de- 


nied, come what may 


> So, all this brin; 


gs me to the perti- 
nent point—the best type faces ob- 
tainable are those cast by long- 


founders, 
keen in 


possibilities of 


established type organiza- 


tions with a sight into their 
acceptance by the 


general public 


These typefounders are designing 
and producing type to be sold for a 
profit in order 
Therefore 


to remain in business 
they must be of 
character to be 


The however, 
no such responsibility and as a re- 
sult suffer the 
quences, fo 
find their way 
the hell box. 44 
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Monotype Offers Booklet 
Honoring Beatrice Warde 


One of 


the most 


JOLT LE 


interestin b 
lets produced during 1953 is | 
made available to AR readers 
Lanston Monotype Machine 


(Philadelphia) 
pl oduction 


page 


produc ed 


The 
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to commemorate 


S 7s 


a printing offic 


The handson 


the 


Typical oe Tt ne 
from Mon pe k klet 

the visit of Mrs Beatrice W € 
Designed by Walter Howe of R. 
& Son “. o), the p ew 
type Bulmer and printed on We 
paper, made in Germany. The 
tora Printin , Off e s one * Mr 
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ernment Pr 


ang mo 
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all 


cul 


visit of Beatrice Warde 
ally famous typography expe rt, who 


internation- 


currently serves as an executive ol 
Monotype Corp. Ltd. in England 
Mrs. Warde spent a month in th 
U. S. visiting with typographers and 
appearing before various graphic arts 
groups. An American citizen, 
Warde first won wide 
a typographe1 
ol Paul Beaujon 


The commemo! 


unde! 


tures quotation 


writings. The 
outs by 12 no 
Bruce Rogers 
Howe, Richi 

menthal, Stan 
Beilensor 
Rushmo: 

Dair 


lype Surfaces Improved 


By New Jernt Process 


A new process for treating all 
matrices to enable nem to provide 


t 


sharper type has been developed by 
Fred Jernt, a Chicago machinist-in- 


Called the Jernt Micro-Peer 


IS S« 1 to 


vento! 


process, it reduce poo! typ 


casting and resultant bad letters 


providing sharper, knife-like edges 
on reproduction and acetate proofs 
comparable to photographed images 


and reducing the tim 


and 


which permits ink to adhere in a 


Most 


consists of a slick, glass-like surface 


more uniform fashion type 


to which ink adheres almost acci- 
dentally, 


y, thereby preventing sharp 
clean impressions in many cases 
The Jernt process is applicable to 
all type matrices and to most metal 
printing The service is 
available from Impruv-a-Mat Corp 
in Chicago and Minneapolis and will 
soon be available in other majo 


cities 44 
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Readers with failing eyesight right- 


Intertype Booklet Shows 
Century Schoolbook Face 


A 24-page specimen book showing 


fully aSK lor types that are plain and 
unequivocal that reveal the entire 
character at a glance, and are not 
difficulty by body 


a variety o! uses ol Century School- discerned with 
book typefaces has been published marks je 
by Intertype Corp. (Brooklyn). The 


' 
reference manual shows all machine- 


ined to Nalriines and se} 


that are but half 


seen or not seen at 


all 


set sizes of the face, including italic 


The extreme legibility of Century 


and small caps, from 6 to 14-point 
An. introductory 


Schoolbook is shown in series 
se } = mn 
ection the copy DIOCKS Set In the The uss 


different 


+ 


booklet gives the background on the 


1OUS S1ZeS 
type—including the history of the 
entire Century tamily A quotatio1 
Theodore Low DeVinne’s 1914 
“ypes” explains one 


Century 


a 700d 


laces 


Here’s one of the 
most sensational 
Type Books ever 
produced! 


Warwick Typographers, Inc., present a 
comprehensive type specimen book devoted to a revolutionary 
new method of setting type photographically. 


Produced on the Fotosetter machine, the Intertype Corporation’s 
amazing development that actually sets type mechanically 


on film or photographic paper. 


If you want the finest reproduction proof of type obtainable 


you owe it to yourself to investigate this better method. 


On your company’s letterhead, write for beautiful new catalog 
and we will be happy to send one to you. Dept. F-13 


Warwick Typographers, inc. 


920 Washington Ave. e St. Louis 1, Mo. 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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KETTERLINUS has been 
honored for its ability to reproduce. 
with utmost fidelity, the work of 
American artists. 


Ketterlinus Lithographic Manufacturing Co. 
Primos. Pa.- A Suburb of PI 
NEW YORK 2? 


CHICAGO 22) > 
Prt nae 
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An Adman’s Guide to 


Fexography 


An expert explains the de- 


tails of a process which 


frequently is the answer to 
printing on difficult’ sur- 


faces. 


By Alexander R. Bradie 
Vice President 
Mosstype Corp 

Brooklyr 


The flexographic process, like all 
the othe 
definite 


printing 


processes, has 
advantages and disadvan- 
tages. In those places where it is 
eminently suited its advantages are 
outstanding, to the extent that fo 
certain products it is economically 
impractical to use any other printing 
method. But, by the same token, the 
disadvantages include certain limi- 


tations which may make it imprac- 


tical or unsuited for the work to b 
done 
True, the limitations today are 


fewer than they were 


time ago and getting fewer all the 


only a short 


time, but basically the process is not 
yet developed to a point where it is 
commercially feasible to do halftone 
work on a sound production basis 
There has been some halftone print- 
ing by flexography but this has been 
on a more or less limited and ex- 
perimental level. Virtually all flex- 
ographic printing today is confined 
to line work, with a moderate use of 
Ben Day from 60 to 85 line screen 
With this in mind, if your con- 
templated operation is suited to this 
method of printing, you are ready to 
avail yourself of the advantages of 
this high speed process, whose initial 
cost is practical where press 
runs of millions of impressions are 
possible ... where you have no em- 
bossing, no offset where inks 
trap and overprint very well 
and where your printed web can be 
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The Process of Flexography. . . F 
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Flexography, formerly known as aniline printing, is a form of 


letterpress printing used mainly for the printing of wrappings, e 
bags, containers and other difficult surfaces such as plastic, 


glass, metal, burlap, etc. 


Rubber plates and special inks are used in the process. Orig- 
inally the inks for this process were made with aniline dyes for 


color (thus the former name, aniline printing), 


shellac as a 


binder, and alcohol as solvent. The aniline dyes have been re- 


placed by pigments, ground in various resin-solvent formulas. 


Alcohol is still widely used as a solvent, as well as other volatile 


and non-volatile liquids. 


In the printing of some absorbent materials, water is used as 


the solvent. Since flexographic inks dry almost instantly on 
paper and other surfaces, the process offers extremely high 


printing speeds. 


Fee 


Because of the thinness and volatility of most inks used in 5 


flexography, the inking system is generally similar to that used 


in gravure printing, with closed ink fountains. 

Converters and package printers use flexography extensively. 
Many of the flexographic presses are combined with elaborate 
package-making machines so that complete packages can be 


produced with a single unit. 


atk = 


a 


The process is particularly well adapted for the printing of 
small repeat designs on such jobs as decorative wrappings, 
candy wrappers, labels, wallpaper, and many kinds of roll 
printing. For such jobs, design rollers are used. These are rub- 


ber-covered cylinders on which a pattern of repeated or con- 
tinuous design covers the entire circumference. 


immediately rewound, or if desired, 
can be tied in directly with subse- 
quent manufacturing operations, 
such as slitting, sheeting, bagging, 
cutting and creasing and others 
> To begin with, let’s study the 
actual design you are planning to 
print. We have assumed it is suita- 
ble for reproduction by flexography, 
now we want to analyze it from the 
viewpoint of how it might be revised 
to improve its suitability. Major 
changes in the design may not be 
necessary, but certain modifications 
may make it easier to print, may en- 
hance its eye appeal and may make 
possible lower production costs 

If the job was previously printed 
by some other process, certain 
changes may be necessary in ordet 
to have the flexographic printed re- 
sults compare in general appear- 
ance with the previous job. These 
changes would normally consist of 





broadening reverse 


lines and re- 
verse tirana. smoking. them cliche 
verse ype, Making them siightly 
bolder to allow for some filling-in, 
nd making fine relief lines and : 

and making fine reliel lines and type 
is ; : 

a little finer to allow for some broad- 
ening. Where some processes call fo 
minimum ‘print and a max- 
lalriine register, flexo- 
graphic printing is simplified where 


i} i I 


ever it is possible by overprinting 
and overlapping colors to eliminate 
as much hairline register as you can 
If it 
printed by some other process, it is 
advisable to study the 


color sketch or comprehensive with 


is a new job, not previously 
designe? Ss 


the same factors in mind, since de- 
signers 


beautiful 


frequently come up with 


concepts with no regard 
whatsoever to the problems of the 
printer or process required to re- 
produce them 


> With the basic 
prepared, the first 


design suitably 


step in actual 
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out routing. The engravers’ met: 
used must have a high degree « 
uniformity of thickness. 

BOUND ‘ > When the engraving patterns a 
to stop 4 completed, we are ready to make th 
rospects duplicate plates in rubber. This 
P P ‘ 5 ‘ done by making a matrix from tl 
who go buy engravings, using a_ thermosettin 


sheet material. This matrix is a neg 


ative of the engraving 
call 


- After the matrix is made an 
SLOVES ; ; properly prepared, a layer or layei 
‘ _ } ol 
3 n 


unvulcanized rubber plate com 
for portfolios pound is placed on it, and the as 
sales kits sembly is pressed and heated in 

NEW easel binders 


, hydraulic vulcanizing press until th 

IDEAS calidon rubber is fully cured. The cures 

1h rubber is then stripped away fron 

Algonquin 5-2552 ualog Of printir lachine and the matrix and it is a replica « 

plies c 2b duplicate of the original patter: 

Fastest Service Then there are such finishing opera 

tions as trimming and mounting o1 

a double-sided adhesive tape, com 

mon] referred to as stickyback 

The finished plate is then ready t 

be applied to the plate cylinder « 

the flexographic press, and is hel 
to it by means of the sticky back 


> I realize that this presentation « 
production is the reproduction art- the steps in the manufacturing prox 
work or copy This 1S done in black ess 15 very sketchy and I have de 
Sialies Tele den sighiilin Uitte Denil liberately understated and simplified 
or other suitable drawing material the factors involved, because it 
For maximum sharpness and clarity would take a great deal of time t 
it is preferable, where possible, to explain the technical details con- 
make the black and white drawin nected with each step. However, | 
oversize have covered the basic, essential! 


o 


All the elements and component features, highlighting the important 
parts of the design are ncorporated elements. For the same reason, | 
in the artwork. which mav consist have refrained from much detail ir 


of a single drawing containing all talking about the manifest advan- 


the cok rs Or a separate drawing tages of this widel) used process 
each color. Whether a composite o1 But I would like to say a few words 
separated drawing is made depends about one of the advantages 

in part on the design itself. In gen- This is a process that involves lit- 
eral. however. it is more economical tle or no makeready Unde prope! 
where the design permits to make conditions, and with prope 

the color separation in the artwork 

rather than to do it in the photoen- 


graving, which is the next step 


> Photoengravings used in this proc- 
ess, since it is mostly confined to 
line work, are almost always made 
of zine and generally of standard, 
16 gauge. The elements of engraving 
technique employed are essentially 
standard photoengraving procedure 
The exception, and it is very basic 
to the success of the job, is that we 
find ourselves paying as much at- 
tention to the sub-surface qualities 
of our patterns as we do to the print- 
ing surface itself 
Etching must be sharp and clean, 
with no undercut and no ragged 
shoulders. Routing must be close 
and clean, with all the dead-metal 
Veritone Company taken out and backgrounds routed 


LEHMANN COURT, CHICAGO 14 EASTGATE 7-8885| to a uniform depth, with no drop- . your predecessors!" 
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Arouse Stronger 


Buying Response 
WITH 


Better Gravure Service 


=~ em 


Perfect Quality Separation 
Negatives and Positives. 


In our gallery, your color 
copy — transparency or art 
work — is expertly shot for 
reproduction. 


Color Planned Retouching 
. and Layout. 


I Combined gravure artistry and 
mechanical techniques are app- 
lied to your color separations 
for well balanced results. 


Your color advertising copy, more accurately reproduced 
in the correct color temperature, will arouse stronger buy- 
ing response long before the printed benefit is absorbed. 
For, at Acme, your gravure color copy is expertly and 


faithfully reproduced to best demonstrate quality and type 
of merchandise. 


1501 WEST CONGRESS STREET + CHICAGO 7, ILLINOIS CHESAPEAKE 3-1377 
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| WORTH CROWING ABOUT 


Orville Johler, Vice-Pres. 
and Adv. Mgr., I.G.A. says, 


“Chicago Offset certainly 
does a fine job.” 
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Salesman’s Portfolios 


Easel Presentation 
Binders 


Proof Books 












ADVERTISERS DISPLAY BINDER CO. 
17 West 45th St., New York 36, N. Y. 
Tel. JUdson 2-2468 
































440 Advertising Managers 
requested further information 
about products or services 











mentioned editorially in a 
recent issue of AR. 
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terials, it is the rule rather than the 
exception that most flexographic 
printing starts as soon as the plates 
are mounted in proper position and 
register. And to make further pos- 
sible a minimum of press down- 
time, since flexographic plate 
cylinders readily removable 
from the press, jobs can be pre- 
mounted by means of a mounting 
machine while the printing press is 
running with another set of plate 
cylinders. 44 


General Binding Offers 
Presentation Cover Line 


A line of stock covers for catalogs, 
presentations, reports, manuals, price 
lists and other literature has been 
introduced by General Binding Corp. 
(Chicago). Designed specifically for 
use with plastic binding equipment, 
the covers are available in any quan- 
tity from five up. 

All of the new covers are made in 
one standard size—8%4x11%4”. They 
are designed primarily for binding 
sheets measuring 82x11” or less. 

The new covers are available in 
the following stocks: a special plas- 
tic-coated material, a press polished 
solid plastic, an embossed paper 
cover with leather-type graining and 
an imitation leather cover. Buyers 
may choose from a wide range of 
colors and styles. 


are 































New Covers .... This collection repre- 
sents five of the stock covers now available 
from General Binding Corp. (Chicago). Top 
to bottom: (1) “Sturdy Grain, 
finish paper cover; (2) ‘Beauty Gloss,” a 
plastic coated paper cover; (3) “Gebcote, 
an imitation leather cover; (4) ‘“Cerlox Vin- 
ylite,’ a press polished solid plastic cover, 
and (5) “Litho-Edge,”’ a plastic-coated paper 
cover with lithographed edges. The areas 
labeled “Your Name” depict how the covers 
permit personalizing. In the ‘‘Litho-Edge 
cover, this personalizing is done on the cover 
tself. All others use a die-cut window. 


an embossed 


Special cover sizes and special di 
cut windows on covers can be fu 
nished at extra cost. 

All of the new covers are design« 
for such finishing processes as lith: 
graphing, printing, hand letterin 
silk-screening, stamping and en 
bossing. These services are availab 
from GBC on cover orders. 

Prices range as low as 5¢ per s 
(front and back cover) on quantit 
orders. A special cover manual, cor 
taining various facts about the cover 
and full-size samples of each covs 
style, plus color swatches of all ma 
terials, is available for $1 from Ger 
eral Binding Corp., 812 W. Belmo: 
Ave., Chicago 14. q< 


Stock Color Available 
Through O’King Service 


A unique printing service whic 
permits extensive use of 
low cost has been developed b 
O’King Printing Co. (New York 
The service, called Offsetcolor, uti 
lizes pre-printed stock col 
“blanks,” produced in large quanti 
ties in groups. 

Using the color “blanks,” the ad 
man designs his own printing job 
Copy is printed in black on the pre- 
printed stock giving a four-colo: 
job at a cost which O’King states is 
“less than a comparable black and 
white job.” The includes 
preparing halftones at no. extri 
charge. 

Typical prices range from $39 fo: 
1,000 to $18 per thousand in 10,000 
lots for one-side printing on 81x11’ 
color blanks; $56 and $23 for two- 
side printing. Other sizes are 11x17 
and 17x22”. 


color 


service 


> For use with its Offsetcolor serv- 
ice, O’King has published a 16-page 
booklet, “Art.” Its pages contain 
an assortment of faces, figures, ani- 
mals, hand-lettered headings and 
other matter normally used for bul- 
letins, flyers, catalog sheets, speci- 
fication forms, brochures and mis- 
cellaneous direct mail pieces. All of 
this material is available 
additional charge. 

Most of the Offsetcolor blanks 
have been designed to permit effec- 
tive placement of headline, illustra- 
tion, descriptive copy and firm 
name. On typical blanks, admen will 
find a color area at the top for the 
headline; a white area in the middle 
for illustration and copy; a different 
color area at the bottom for firm 
name. On some blanks an airbrushed 
area is available for “half-in-and- 
half-out” printing of feature lines. 
Most of the designs lean toward a 
“modern” feeling. 


without 
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New Ad Medium? 


Admen might just as well start 
staking out streams, lakes and 
oceans and be prepared to see a 
“‘water’’ salesman join the boys 
who peddle time and space. 

It seems that Randy C. Ragan of 
Gladding, McBean & Co. (Los 
Angeles) wasn't content with his 
development whereby he prints 
under water. He's now succeeded 
in printing by screen process on 
water . . . and running water at 
that. 

The new process, shown publicly 
for the first time during the Screen 
Process Printing Assn. convention 
in New York, has been hailed by 
Joseph J. Grossman, SPPA pres- 
ident, as ‘‘a development of great 
practical value to the entire 
graphic arts field."’ 

Technically, it is felt that the 
method can be adapted to printing 
on surfaces which are still wet with 
a preceding color. This is possible 
because the stencil does not touch 
the surface being printed. In ad- 
dition, a design might be affixed to 
an uneven surface since the print 
drops by gravity and conforms to 
the surface of the object being 
printed. 


An “Ad Man Kit,” consisting of 
Offsetcolor blanks, samples of com- 
pleted jobs, order forms, the “Art” 
booklet, and a file folder containing 
a price list, is available from the 
company. The kit also contains a 
handy instruction sheet with in- 
formation on how to best use Off- 
setcolor blanks. 


For your copy circle Ne. 110 on 3 


Reader's Service nside bock cover 


RCS Assembles Kit of 
House Organ Samples 


A new idea kit of house organ 
samples has been assembled by RCS 
Offset Printers (Chicago), a division 
of Rapid Copy Service Inc. The 
handy portfolio contains samples of 
a variety of different types of inter- 
nal and external house organs. 

The kit was designed to show the 
versatility of the offset process in 
meeting a wide variety of require- 
ments as to budget and artwork, 
from typing to typeset. 

The contents of the kits differ since 
they are produced from over-runs 
of different publications printed by 
RCS. However, each kit contains a 
large number of different house 
organ examples. 


For your copy circle No. 111 on the 
Reader's Service Card inside back cover 
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There is more to fine printing than ink 
and paper and type and the rhythmic 
clatter of machines. 

The big difference is people . . . people 
who make the materials of printing work 
their magic of reproduction. 

Here at Gibbs-Inman we set great store 
by the sensitive skill, vigorous initiative 
and meticulous care our people exercise 
in performing their crafts. 

All this adds up to a high standard of 
reproduction quality because people care 
.. . because we have the artisan approach 
to every job 

For over 45 years Gibbs-Inman has 
served the more discriminating buyers of 
printing in the Louisville area with an 
integrated plant capable of handling jobs 
from typesetting through binding by 
either the letterpress or offset methods. 

Our schedules meet your service re- 
quirements at the right level of quality 
and price. 


Gibbs-Inman Company 
817 West Market Street 


Louisville 2, Kentucky 
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priceless ingredient 
in printing 


Incorporated 











Union Ink Develops guide for screen process printers, 
the collection of color cards gives 
Handy Color Guide admen an excellent reference source 
for selecting colors for any printing 
process. The 3x5” size is large 











One of the handiest color guides 
ever produced has been issued by cneiats te Give 6 med tetieen of 
7..: - ‘ . nous O $ ea go *é 
Union Ink Co. (Ridgefield, N. J.). the actual colo: eaten ssion regard 
a e actual c ; ‘Ss -gard- 
Called the Uni-Match Color Guide, ie ial 
elias less of the area to be covered in 
it contains two hundred 3x5” color ; 
printing. 
cards mounted on a single post 






































































































































binder. > To produce the guide, which sells 
The basic purpose of the guide is for $2.50, Union first chose the ten 
to enable screen process printers to basic colors—plus black and white- 
make perfect color matches. The that are most widely used in screen 
proper formula for each of the col- process shops today. Lengthy ex- 
ors is printed on the back of the perimentation proved that these ten 
card are the strongest, cleanest, most 
While intended primarily as a opaque colors, with high fade-re- 
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> . 
We've always felt that quality work Yours 
was not enough and that a warm, PoOoTr 
cooperative spirit is equally impor- wo CONE ¢ 







| tant. That's why our customer's 

f deadlines are our responsibility - 

j and we take pride in meeting them. BF “ll 
‘*Service,’’ you see, is our first ‘ 


name! 


Service Mounting & Finishing Co., 
A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
* Portfolio CAlumet 5-3224 


Specialists 
Finishers of Advertising Displays for Advertisers ° 
* Lithographers * Printers ¢ 











































sistancy and excellent permanency 
for everyday artwork. 


Crossing the ten basic colors, 
Union produced 30 secondary colors, 
all shades in everyday use, arrived at 
by volume and not by weight. For 
28 of the secondary colors, Union 
crossed two basic colors. In two 
cases—Drab Green and Raw Umber 

three basic colors were used. The 
proportions in each case were de- 
termined to attain the most desirable 
colors. Although thousands of dif- 
ferent shades can be formulated 
from the ten basic colors, Union's 
experts chose the 30 most commonly 
required 

In addition to ten basic colors and 
30 secondary ones, the Uni-Match 
Color Guide includes 160 tints, ar- 
rived at by mixing each of the basic 
and secondary colors with Uni- 
Match White in four different pro- 
port 





ions 

Requests for copies should be ad- 
dressed to Union Ik Co., Ridgefield 
N. J. Price: $2.50 44 








Photogelatin Printing 
\dvantages Described 


The advantages of the process are 
illustrated in a folder, “Why Photo- 
gelatin Printing?” produced by UIll- 
man Co. Inc (Brooklyn). Featured 
in the folder are 20 illustrations 
showing photogelatin pieces pro- 
duced for a variety of national ad- 
vertisers 

Also included in the folder are 
several interesting details of the 
screenless printing process. A spe- 
cial list also points out the general 
application of photogelatin to com- 


mercial use 


Animated Proof animated 
visual sales aid was introduced by Harr 
Ferguson Inc. (Detroit) to illustrate various 
owner benefits and features of its farm 
tractor and implement lines. Multiple action 
effects are achieved through a series of 
variable-type cams built into each laminated 
cardboard page. The movable, eight-page 
flip chart was created by Carter & Galantin 
(Chicago), which developed “Cartergraphic 
visualizers” used to train Navy personnel. 
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Best Sellers For 32 years calendars produced by Plough Inc 
have been popular in homes 


xcross America. Two sizes are offered 


to reta Grucaists who aistribute them tc ustomers 


Calendars 


come tire 


Plough Inc. believes that calendars offer the average retail 
druggist one of the most effective and economical means of 
carrying his selling message into every home in his trading 
area ...and has a 32-year success story to prove its point. 


Do calendars really sell mer- 
chandise? Ray L. Sperber, manage: 
of marketing for Plough Inc. asserts 
that his company has received 
dozens of letters and thousands of 
orders from druggists which attest 
to the fact that calendars sell mer- 
chandise. 


Plough’s approximate 100-man 
sales force is equipped with an elab- 
orate sales brochure made up from 
calendar facts gathered by a con- 
sumer survey made by the Home 
Makers Guide of America. Complete 
home coverage is a very important 
factor in the calendar advertising 
campaign organized by Plough sales- 
men for retail druggists 


One retail druggist in Atlanta 


January, 1954 


wrote, “It might interest you to 
know that on deliveries alone my 
business increased $35 to $40 a day, 
and held that average since distrib- 
uting the calendars. I am thoroughly 
convinced that your calendar plan is 
the most economical and effective 
medium of advertising a retail drug- 
gist can use.” And then as a post- 
script he added, “On my next calen- 
dar order I think I'll leave off my 
emergency night phone before my 
wife shoots me because of all the 
calls she receives at my home.” 


> Plough Inc. has stressed for years 
the point that its calendars offer the 
average retail druggist one of the 
most effective and economical means 
of carrying his selling message into 


gam fF i > wt 
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every home in his trading area. It 
adds that calendars help to attract 
new customers, build good will fon 
the drug store and boost the store's 
over-all sales. The arguments to 
support this view are simple and to 
the point 

Plough has been putting out its 
St. Joseph calendars for 32 years 
the first one having been issued in 
1922. These first calendars enjoyed 
almost immediate popularity among 
consumers, particularly among 
housewives who made most of the 
family purchases. These housewives 
not only accepted the calendars 
more important, they hung them in 
their kitchens where they could be 
viewed every day in the year by 
other members of the family. Late: 
they began asking for them at their 
neighboring drug stores, and, if they 
were not available there, writing 
directly to Plough. 

The more than three decades 
which have elapsed since the first 
St. Joseph calendar appeared have 
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SELL Foy You 


seen the rise of several new mediums 
for mass selling, such as radio and 
television, as well as the older forms 
which include newspaper and maga- 
zine advertising, mailing pieces and 
point of sale materials. Yet through 
all the changes in advertising and 
merchandising that have occurred 
during the past 30 years, St. Joseph 
calendars have continued to show a 
steady growth, both in total number: 
distributed and in consumer pop- 
Nearly 6,000,000 St. Joseph 
calendars for 1954 are now 


ularity 
being 
distributed by retail drug stores all 
over the United States 


> Plough is the manufacturer and 
distributor of such well known drug 
products as St. Joseph Aspirin, 
Penetro Quick Acting Rub, Cough 
Syrup, Cough Drops, Inhalers and 
Nose Drops, Medicated 
Powder and Skin Cream—to men- 


Mexsana 


tion only a few of the many items 
packed by the company 

Although the demand for St 
Joseph calendars continued to grow, 
indicating that Plough was on th 
right track with its design, officials 
of Plough sales wanted more first- 
hand information about how cal- 
endars were used in the home and 
what homemakers wanted in the 
way of a calendar to hang in their 
kitchens. Finding that this informa- 
tion was not available, Plough offi- 
cials went right to the source—the 
homemakers themselves 

They commissioned the Home 
Makers Guild of America, a national 
consumer research organization with 
headquarters in Toledo, to do a 
consumer survey on calendars 


> The results of the survey, while 
they showed that Plough’s basic con- 


50 


HOW St Josspy 









CALENDaRs 


1dadition 





} the 








cepts of what a calendar for the 
home should contain were essentially 
correct, brought out a number of in- 
teresting points. For example, three 
out of five home calendars in use 
are delivered to the home via mail, 
delivery boy, boy scouts, house-to- 
house distribution, and so forth. Less 
than a third of calendars in use are 
picked up while shopping 
Two-thirds of calendar users pre- 
fer a calendar designed so that cal- 
endar pages may be kept for future 
reference. This big demand for a 
page-saver feature, incidentally, in- 
dicates the value people attach to 
calendars hanging in their homes 


All St 


cK rporated this feature 


Joseph calendars have Iin- 


As a direct result of this survey 
not only was the type and scope of 
calendar data studied and revised 


with the idea of giving users the in- 





My reaction was the same, J. B 


contained pockets 


year 


but will it sell Kliopmeyer nuts and bolts." 
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formation they wanted, but the tech- 
nical makeup of the calendar was 
improved to make it more attractive 


and more legible 


> Another result was the introd 
tion of Plough’s “Baby Head” cal- 
endar in 1953. This calendar is the 
8x14” size, 
shorter than the 8x20” size still being 
used for the St 


popular considerably 


Joseph “original 


(Survey results indicated that a 


shorter calendar was generally 
favored by city dwellers.) To make 
certain that the baby picture for the 
new calendar had widespread hu- 
man appeal, Plough had a group of 
women experts make the selectior 
from among a large group of sub- 
jects. Like the “Original,” the “Baby 


Head” calendar carries the imprint 


of the local druggist at the top. One 


new feature is that it may be folded 
and used by druggists as a self-mail- 
ing Christmas card 

Plough points to consumer studies 
which show that practically every 
home in the United States has at 
least one calendar. A calendar hangs 
in 91 of the kitchens where it is 
viewed by the homemaker and other 
members of her family 365 days in 
the year. “It is like having your ad 
on the front page of your local 
newspaper every day,” says Plough 

Plough believes that calendar ad- 
vertising is one form of promotion 
that has been consistently neglected 
by retail druggists. It points to the 
fact that while there are more than 
131,000,000 home calendars in use 
in this country, a drug store calen- 
dar hangs in slightly less than one- 
fifth of American homes. On the 
other hand grocery store calendars 
hang in one-third of U.S 
The average drug store serves 


homes 


Advertising Requirements 
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mes. Yet the average drug store 
is a calendar up and in use in only 
i9 homes, indicating that there is 
ill a vast potential market for St 


sseph calendars 


One reason why St Joseph cal- 
idars provide an economical means 


advertising for the average retail 
uggist is the matter of mass buy- 
ig and mass production. St. Joseph 
ilendars are produced in such 
irge quantities that the average 
yst of each calendar is thereby re- 
iced. Calendars prepared for indi- 
dual drug stores are one of two 
tock varieties However, the y are 
ersonalized by having the name 
nd address of the drug store and 
most cases, a selling message im- 
rinted at the top ol the calendai 
‘hus the attention of the consume! 
focused upon the name of the local 
lrug store. And it is to this di 
tore that the consumer is likely 
» for his drug needs, Plough 
eves 
The largest calendar shipment on 
ne order in the history of Plough 
to the famous Webb City Inc 
f St. Petersburg, Fla. Th 
rder for 50,000 of the 1953 cal 
Webb City’s 


] | ‘ j y 5 ; 
rons 1ooK torward to recelving 


is Was 
lars. Evidently, 
: Agar : 

St. Joseph calendars, for early in the 


ear Webb City 


a ; : ; 
he 1954 calendars. Gray drug stores 


ordered 50,000 of 
recently duplicated 
410,000 calendars 


1953 


> Of course, 

Joseph calendar 

iderably in the past 3: } 
was to be expected 3ut Plough’s 
Dasic concepts of wl a calenda) 
for use in the home should be like 


have not been altere« greatly 


1 
First of all, Plough has always in- 


sisted upon large, legible numbers 


so that anyone could read dates 

without glasses if necessary. Plough 
nas always believed, too, that 
Americans who hang calendars in 
their homes want more than num- 
bers on these calendars. They want 
space for daily memos, historical 
dates, first aid information, weather 


forecasts, planting charts and fish- 


ing intormation in brief, a sort of 
combination calendar, recipe book, 
weather chart and almanac. This the 
company has attempted to provide 
St. Joseph 
among other things daily memo 
space under each date, space for re- 


calendars contain 


cording birthdays and anniversaries 
every month, almanac information 
for every month, daily sunrise and 
sunset, plus moonrise times and 
moon phases, sign of the Zodiac for 
every day, weather forecast for 


January, 1954 
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Wrappers And Fifty Cents 
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Halverson Designs New 
Viagazine Display Rack 


_ 7 
A new and larger magazine 
} ] Rae 

qaispiaving popular-sizZe 


zines and periodicals in 
ices, libraries, etc has | 
Halverson Spe cialty 
go). The new rack 
and has dividers o1 “pocket 
Signe d with a slight bac kwal 


protect magazines from bent 


| 
ward and over-hanging 
space in the all steel, 

rack for 30 magazine 
literature and prices can be ol 
from Halverson 
1219 W. Chestnut St., Chicag 


. 1 
Spec laity 


GE Salesmen Play Cards 
In New Promotion Stunt 


General electric vacuun 
salesmen have a n 
sleeves. It’s all part ola 
lated poker hand sales 
tool developed by George Lenox, 
vacuum cleaner division advertising 
manage! 

Mr. Lenox created a series of sales 
pitches on the vacuum cleaners 
which were reproduced on playing 
cards. As the salesman makes his 
talk he keeps turning over cards 
Automatically he comes up with 
top poker hands of four aces, royal 
flushes, etc. to highlight his talk 


The cards are numbered to assure 


ideas 


from 


RCA VICTOR 


for promotions 
and premiums 


Want to coax « « 
1S own Saies pucn 


"STOP GAWKING ... ANP aA SN 
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oY Ve 


X 


eeeeeeeee 


If it’s your job 


d 


Radio Corporation of America, RCA Victor Division 
\ Yor} Chics H 


RCA Victor Custom Record Sales, Dept. R-10 ; 
630 Fifth Avenue, New York 20, New York 
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Smart Theatre Operators 
Use Balloons to... 


e@ Increase box office receipts 


© Offer inexpensive 
premiums for families 
with kids 


@ Publicize movies all over 
the town \ 


Because 


PIONEER Qualatex Balloons 


@® are inexpensive, easy to 
distribute 


® carry name of your movie 
and theatre far and wide ceo 1 
Guaranteed by 

ood Heusckeoping 





Get ideas. samples and 
imprint intormation trom 
our Premium Dept. 


Write today to... 








THE PLouceR COMPANY 


BALLOONS 410 Tiffin Road « Willard, Ono 


Printed to order in 

all sizes, choose from 
thousands of available 
up-to-date stock plates 


52) FIFTH AVE WY 17 
AND MAPLEWOOD, N. J 
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WATCH THIS BOY 
GROW GREEN HAIR / 





SALES CO. 


B6l MANHATTAN AVE*BROOKLYN 22°N-Y 


If YOU Are in any 
of these fields... 


Paper 
Printing and Binding 
Premiums, Prizes 


Signs and Identification 
Materials 

Audio and Visual Aids 
and Specialties Direct Advertising 

Shows and Exhibits Art and Photography 

Typography and Layout Photoengraving and 

Labeling and Packaging Platemaking 

Radio and TV Production Windew and Store Display 


Your advertising belongs in 


Advertising 
Requirements 








Stacked Deck Latest promotion gim 


mick tne C 


K Venera clectr vacuum eaner 
€ nen fe ture erie ¢ poker r a 
with se me E The esmar uffle 
hr h_ the es deck eft), produ 
r 4 wit f . { : ‘ 
ex j me é A re t 
ae t eale f 
. ‘ 17 
that the Winning Nands Will appeal 


in proper sequence 

The sales promotion § kit is 
equipped with two decks of cards 
One with the special faces which tell 
the sales deck 


faces. The reg- 


story and a second 
which has standard 
deck is left 


will 


ular dealer as 
The kit is 


] 
easily into a 


with the 
a good tie-in gift 
compact and fits 
pocket 

The card gimmick was produced 
by Atlantic Playing Card Co. (New 
York) 44 


coat 


Store Builds Good Will 
With Java and Charity 


Between-meal coffee is being 
served to customers “on the house” 
by Rothchild’s department store 


(Rock Island, II] 


General manage! 


of the store, Harry C. Scherer, built 
good will in two ways by not only 
serving the coffee, but by donating 


local charity groups who in turn 


served the coffee 
He agreed to pay $125 a month to 
any group that would serve the 


coffee Fo1 a year, 
rotated 
groups have 
schedule 


different groups 
monthly and enough 
signed up to carry the 
through 1954. It 
average of 200 
partake of 


have 


Was estl- 
mated an 
day 


women a 
during the 
10-to-4 serving period. Total costs, 
including charity donation, coffee, 
cookies and paper cups, average $200 
a month 44 


coffee 


Papier-Mache Slippers 
Offered As Premiums 
Sani-Scuffs, 


slippers 


sanitary 
made of 


disposable 
colored papier- 
are being offered as im- 
printed premiums by Sani-Scuff Co 
(New York). According to the man- 


mache, 





ufacturer, 


hygic 
and act as eff 


the slippers are 
tested 
safeguards against athlete's f 


laboratory 
tive 
The slippers are open-toed for c 
fort and slip on or off easily. C 
ing only pennies per pair, they 
designed to be discarded 
Sani-Scuffs are 


inside to grip the 


corrugated 

foot The > sole 
non-skid, preventing slipping on } 
ished 


floors or wet 


surfaces. 7 
slippers are available in three size 
small, and large 
from 5 to 12. Additio 


available from the mar 


medium cove! 
foot sizes 
details are 


facture! 


Offer Tips to Hunters 


In New Premo Booklets 
A new 


with tips to hunters 


imprinted booklet 
is being O1llere 


Premo Spo 
(New York). T 


to advertisers by 
Publications In 


24-page two-colo1 booklet wh 
contains a wide variety of inforn 
tion on hunting, has space on t 


front cover for dealer names 
a blank back cover for an adv 
tisement 

Information in the booklet 
cludes how to sight a rifle: reci 
and instructions On COOKINg vari 
types of game; field dressing 


game; tips on aiming shotguns, rifle 


a sighting 


chart; optics—glass 


iron sights: side 


arms 
rules 

Pointers in the 
with di 
Samples and price lists f 


booklet are 
1 } . } 
lustratea awings and dik 
grams 
booklets a 


orders of the 


Irom the 


quantity 


available company 


New Home Laundry Book 
Offered to Housewives 


Housewives learn 


now can 
about home laundering how 
select equipment, packaged laund 


accessories, washing, drying al 


ironing fabrics of all types, ete.—i 
a new book published by Ruud Mfs 
Co., Pittsburgh 
heater manufacture! 

The 80-page illustrated book wa 
written for the housewife to provide 
her with a reference book coverins 
all phases of home laundering. Sever 
consultants helped Ruud prepare th: 
non-commercial manual 

The company is offering the book 
to housewives for $1 via national ad- 


automatk watt 


vertisements. Admen can buy a copy 
of “All About Modern 
from the company for 50¢ (Address 
Ruud Mfg. Co., Pittsburgh 1, Pa.) 
44 
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HOW TO 
GET ALONG 


WITH THE 
POST OFFICE 


An adman who uses direct mail extensively 





explains how you can help move your mail more 


efficiently by cooperating with postal authorities 


By Robert N. Hart, Jr. panies have prett well defined The t St e is to rite 
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4 vhat to mail, to who and wher take granted. Mar f us smil- 
Advertising Manage ‘ N 
. . ’ They are not m ters of tne ri ect I r weitner sr \ 
State Loan & Finance Corp - 
, : . \ any means . 8 neat l sioon 
Walitioaten 1. ¢ by any means, 1 ere are fe 
total flops.” and variations in re- ht ee riers from the 
Ask a “loan mar how mucl = sults todav are easured S t ¢ pletion of the appoint — 
ertising he aia this mont! < 1 ract ns ol percentage points Ss 
nances are Ne te you first ! \ State Loan & Finance C I Dast AS t quainte Nit = 
nany direct 7 i letters ne sent n the number of dollars outstar - é ‘ n the posta 
The consumer finance business ng in small loans, is among the toy service you discover this is not < 
small loan companies organized to ten consume finance companies u ng-ltorgotter code ot tne Stage 
make small loans at rates ot charge the country. Its advertising progra acn days, Dut atne S engraved 
, onsistent with a reasonable return and budget each year includes ; the nearts eve conscientious = ‘ 
; on invested capital—is_ relatively substantial amount for direct mail eer postal employe. It is the spirit 
| young in the American business Advertising by mail to present f service, over and above the print- 
world and, like any child, it has customers, tormer customers ana ed pages ol ules and instructions 
a tendency to first simplify its prob- for new business, postage paid and to appreciate the postal service 
lems and then find a simple answer n business reply envelopes plus to get the most out of U serv- 
: For many consumer finance com- miscellaneous postal expenditures t whict Ss urs, we Nave made - 
| panies, the answer to advertising amounted to well over $160,000 ir urselves familiar with the printed 
. problems has been direct mail. It 1952. Since the average operating iles to help these “couriers to the 
' ; i ; 
“ | gets the answers quick. Simply mail cost of the Post Office Department swift completion of the al nted 
: 1 1 ——_— = 
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Dignify that Annual Ke- 
port with a permanent 
hard cover binding! We 
can do the whole edition 

or any part. Call us for 
quotation and for your 
free copy of “The Chal- 
lenge to your Wastepaper 


Basket.” 


Call Ca 6-3415 


PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N.Y. 





































































































MAKE ’EM LAUGH! 








FREDERICK E. GYMER 
2121 E. 9 St Cleveland 15, Ohio 
Seeeeeeseseeseseeeeesese 


| To 
Reach 
the 
Actual 
Buyers 

of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 

selling message 
before them 

in | 
Advertising 
Requirements | 






























































































































































haust every possibility of delivering 
before he can finally give up. Sure, 
we had to bring it to the attention 
of the postmaster—“You'll never see 
one of our letters going out without 
a return to sender.” 


that 


He appreciates 
Seems most of the things you do 
to cooperate with the post office are 
“don’t do its” which you point out 
as you drop off a few bags of mail o1 
broadly hint to the local postmaste1 
over coffee at the Lions Club. How 
else would he know that you neve1 
intend to paste a penny on 40,000 
pieces of circular mail. His staff 
would remove 


each penny from 


every undelivered piece, not becaus« 
the coins are worth the time and ef- 
fort to remove—they aren’t—but be- 
cause they cannot destroy U.S. Gov- 
ernment coins. We also tell him we 
intend to tell others not to paste 
pennies on letters. He appreciates 
that too 
He also has a regulation sayir 
circular mail must be out of his of- 
lice n 18 hours Here's one time we 
can do something positive for we 
ve him advance notice of what to 
Fa \ q S( heduled mailing 
s dropped in the Washington, D. C 
Post Office, we send an airmail sam- 
ple of the same piece ol mail to the 
attention of the postmasters in the 
cities where it is to be delivered 
| piece sets out the date 
Washington and _ the 
number of pieces to the mailing. We 


The Sampie 


dropped In 


have had many postmaste rs ac- 
knowledge these notices with ap- 
preciation, for in many instances and 
pe rticularly in smaller offices, the 


emploves can be pre pared to handle 


the extra load and arrange thei! 


WOrkK accordingly 


> We conside: 


| 
as Important as tne 


postal zone numbers 
street address 
itself and subscribe to every effort 
to convince directory publishers and 
compilers of lists of every kind to 
show the zone number. Zoned mail 
can be sorted by even the newest 
employe in the post office whereas 
unzoned mail must wait to be sorted 
by an employe thoroughly familiar 
with the city. Zoned mail 


quicker delivery of our 


means 
letters as 
well as apportioning the work of the 
sorters 

Many mailings such as dividend 
checks or other material to stock- 
holders or other plated lists must be 
double-checked and while doing so 
it’s a simple matter to put all letters 
for local delivery into one group 
Sorting isn’t necessary to our veri- 
fication but it isn’t extra work and it 
does save time in the post office . 
but it’s a little extra thought that’s 





ther: 


postmast 


remembered the next time 


something special the 
can do 

What are these specials? Well, 
isn’t required to notify you that mx 
of the last list of names you pu 
chased were so old they bore stré 
names that had been changed oy 
ten years ago. Any part or all of 
bulk mailing that 


form 5347 o1 


doesn't requ 
return may be d 
stroyed and if you've had the sati 
faction of “telling the old boy « 
lately” the copy man catches it f 
a lousy lette: and you'll prol 
ably try the list one more time 
We learned that street directo 
or criss-cross directories, as they 
called, published by telephone cor 
addre SS 
listed in the telephone book but st 
not be a legitimate mailing addres 
for third class mail. Building pro 
builder ar 
usually referred to by the occupant 
may be “417 McClean Gardens” 
the tele phone company al d for fir 
class mail but “417 McClean Ga 


dens” in bulk mail 


panies May Carry an 


ects named by the 


needs a street 


which the garden grows. A post 


t mploye 


a clerk ve Knew | 
name brought it to our attentio1 
> We're convinced every posta 


regulation has a reason and its ou 
aim to be 
rather 


guided by those reas 


designing 


than 


line’ mailings to regula 


“get-by 
tions. If gimmicks of a bulky natu: 
make mail more difficult to handle 


and they most certainly do—the: 


we'll use gimmicks without bulk. I 
the smallness or the bigness, tir 
envelopes and tiny writing or huge 


ti 
(we mean really 


giant) postcard 
attentior 


they may do so at the expense ol the 


are supposed to attract 


post office and probably at the ex 


pense of our sales appeal too. The 





Remember that bang-up direct mail job 
we did for lay-away burial vaults . . .? 


Advertising Requirements 


The rules of the Post Office Depart 
ment are published in four books and 
a bi-weekly bulletin. These publica 
tions can provide valuable information 

for users of direct mail advertising 


@ U. S. Postal Laws and Regulations 
published in 1948 and revised 


every eight years, is the ‘‘works,’’ so 
to speak, and may be purchased for 
$2.75. Because of its complicated and 
technical nature, this book is not 
recommended or necessary to the 


general mail user 


@ U. S. Official Postal Guide, Part 
Il, International Postal Service, July 
195] a second book of little value 
outside the postal service except to 
people doing a large amount of for 
eign mailing. It is a cloth bound book 
at $2, and we mention it here only to 
nt forestall the inquiries as to what comes 
after 


1 @ U.S. Official Postal Guide, Part 
Domestic, July 1951 


t whose foreward explains 


a guide 
The pur 
} pose is to acquaint the public 
with the numerous and varied services 
rendered by the Post Office, the con 
ditions under which these services are 
available and the organization whict 
has been established to carry on the 
work 

You shouldn't be without a copy of 
this guide. Ordinarily published in 
July every other year, the 1953 edi 
tion was reprinted to incorporate rate 





ig addressee may be am ised or amazea 
by the piece itself but forgets to read 
Or what we're saying and selling. Just 
tne make it 1 iple, the envelope, that 
XK is, and get it there. Then have some- 
he hi in it that sells 


We've heard hundreds of people 
say, “If it looks like advertising I 
don’t even open it,” or “If it doesn't 
have a three cent stamp on it” or “If 
it has the flap tucked in” 
your 


but ask 
trash man how many _ un- 
opened envelopes he 's ever seen 1 
his life time? Unopened mail. Bunk! 
Design your envelope for the man 
that has to deliver it and your sales 
message inside will get a chance to 
sell 
Be guided by the rules that govern 
your postal service. Find out why 
you can and why you cannot do cer- 
tain things. If your postmaste1 
doesn’t know, he'll be glad to find 
out for you. If you don’t agree, write 
him, tell him why, and give him 
your suggestions. He’ll forward them 
job to Washington where you'll both get 
9 a pat on the back for a good sug- 
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Helpful Post Office Publications 


increases effective Oct. 1, 1953 
bound at $2 


@ Post Office Manual a paper 
$1.50 While 


this manual is designed as a guide 


bound annual book 


for postal employes, the interested 
mailer will find the answer to many 
questions in his personal copy of the 
manual. Skip Chapters | and Il on 
General Provisions’’ and ‘‘Person 
nel’ and the balance of the book is 
worth the investment 


@ The Postal Bulletin 


Tuesdays and Thursdays as a supple 


published 


ment to the above books. Individual 





copies are available at 5¢ each or by 
subscription of $2 per year (not 
enough to cover postage). The Bulletin 
is printed on one side only so all para 
graphs may be pasted over changed 
sections in the post office books. The 
Bulletin is your postmaster's official 
notice of changes he is to affect in his 
office 

With your copy of the Bulletin you 
are immediately aware of changes 
and may confer with the postmaster 
to interpret those changes and how 
they will affect you 

Address your order for any of the 
above publications to the Superin 
tendent of Documents, U. S. Govern 
ment Printing Office, Washington 25 
D. C. Enclose check or money order 





for the amount of purchase only 
There is no charge for postage and 
handling and no COD's are accepted 


yt both be Pivel 


} 
explanation 


>If it will help to calm 


feelings, for postmasters ( and n 


and 
ers) are human, you might like to 


know the postmaste! cant eve! 
argue with you. He must present 
your argument to the superintend- 
ent of mails in Washington for a 
ruling or decision and under no con- 
dition is he to interpret postal laws 
and regulations to a maile1 
Cooperation doesn't lie in techni- 
calities, though, and on the other 
hand, you'll seldom get a chance to 
do a postmaster a favor like the fel- 
low from whom we ordered 10,000 
three-cent government stamped en- 
velopes recently. In taking the 
der, our office street number, 
White Street, was the same as hi 
home address, 3308 Red Street. He 
wrote “3308” then unconsciously fol- 
lowed it with his own street name 
The error was when 
10,000 beautifully printed 3¢ stamped 


discov el ed 


envelopes were delivered to his post 
office 


Veritone Company 


FHVENN , wire 


Now... 


Send your Invoices 


FREE 
of 1ST class postage 


POST-PAC INVOICE POCKET 


LABELS carry your invoices free 


of first-class postage—easily 
accessible on the outside of 
the package...saves postage 

saves cost and labor of 
addressing a regular shipping 
label 


packing slip...enables retailer 


eliminates need of a 


to price merchandise and put 
into stock immediately. Pay- 


ment of invoice is expedited 


WRITE FOR SAMPLES 


PUST-Pilb 
POCKET LABELS 


DIVISION OF GAW-O'HARA ENVELOPE CO. 
3026 FRANKLIN BLVD. 
CHICAGO 12, ILL. 





































































































































































































































































































































































































































































I don’t know what the U.S. Postal 
Laws and Regulations say about an 
error like that but we paid for and 
used these envelopes. Of course, any 
undelivered mail was returned to 
the address shown on the return 
corner card—the home address of 
the postmaster—but we did receive 
returns of undelivered mail. And 
not one recipient of the delivered 
mail commented or questioned the 
wrong return address. 

Any credit earned for “getting 
along with the post office” is earned 
by going along with the post office 
department and taking into account 

the department is made up of peo- 
ple people who want to go along 
with you 44 


Moss Bulletin Gives 
Direct Mail Ideas 


Hints for more economical han- 
dling of direct mail and ideas to give 
mailing pieces impact are featured 
in a bulletin, “Ideas for You,” issued 
by Moss & Associates (New York) 
A current issue, for example, gives 
details on the use of Speedaumat 
plates, perfumed ink, copy ideas, a 
suggestion for controlling solicita- 
tion of advertising for “benefits,” and 
offers other ideas 

Among the interesting ideas de- 
scribed in the bulletin is the gim- 
mick used by an unnamed salesman: 
“It’s hard to forget a man when you 
get an official policy on his life for 
$5,000. That’s the idea in the mind of 
one salesman we know who wanted 
to make sure his customers would 
remember him while he was away on 
an extended trip. All you have to do 
is buy a life insurance policy from 
those automatic vending machines 
found in airport and station waiting 
rooms. Just fill in the name of your 
customer as the beneficiary and mail 
it to him. Cost is only 25¢ per policy, 
plus postage.” 


Remington Develops 
Stencil Typing Aid 


A copy locator which facilitates 
alignment and centering of material 
to be typed on Procel stencils is 
being offered by Remington Rand 
(New York). Guide lines on the 
transparent locator correspond with 
those on the stencil. Copy is placed 
in the Locator and exact placement 
on the stencil can be checked by 
matching space numbers and guide 
lines 











Color Post Card Series 
Offered For Imprinting 


A series of nine two-color post 
cards for imprinting sales messages 
is being offered by Martin & Hoff- 
man Co. (Miami). Called Kolor- 
cards, the mailing pieces are offset 
printed on white stock. Each has a 
line illustration and “teaser” mes- 
sage 

The cards include such teasers as 
You Are Invited, Listen to This, 
Everybody's Talking About 5; 
Have You Heard, To Let You 
Know, etc 

Prices range from $1 per 100 in 
thousand quantities to 50¢ per 100 
in 25,000 quantities. Designs can be 
mixed for quantity price and cards 
can be shipped one, two or four on 
a sheet. Matching colored envelopes 
are also available 

A sample packet of the cards is 
available 


Multistamp Stencil 
Duplicators Shown 


Details of Multistamp stencil du- 
plicators are shown in a folder issued 
by Multistamp Co. (Norfolk). The 
Multistamp is a hand-held dupli- 
cator, similar to a large rubber 
stamp, which can print copy up to 
7738x1016” 

Several models are available. The 
smallest, which sells for $9.50, prints 
five 314” lines. According to the 
folder, 1,000 or more clear copies can 
be printed from one stencil with one 
inking. The largest unit prints up to 
62 lines of type in ané= area 
738x10%,,,”. It sells for $44.50. 


Sales Letter Gadgets 
Shown in New Catalog 


Seven hundred “sales letter stop- 
pers” are listed and illustrated in a 
new catalog released by A. August 
Tiger (New York). The stoppers in- 
clude a wide variety of plastic gadg- 
ets, foreign money, product minia- 
tures, inexpensive jewels, etc 

Among the listings are a variety 
of mock coins, birthdate jewels for 
each month, gold dust, miniature 
locks, orchids, rabbits’ feet, four-leaf 
clovers, and other unusual items 
which can be used to draw attention 
to direct mail pieces. The plastic 
miniatures include such items as 
lamps, auto tires, playing cards, fire 
crackers, bolognas, screw drivers, 
hour glasses, whistles, dog houses, 






ears of corn, typewriters, thunde 


bolts, cars, seeds, blarney stones anc 
gold drops 

An interesting feature of the nev 
catalog is a four-page bulletin de 
voted to the use of genuine foreig: 
banknotes as dramatic direct mai 
enclosures. A large stock of thes 
banknotes is maintained by the firm 

The catalog also describes Tiger’ 
“Idea Library” consisting of a file o 
3x5” cards with sales letter copy 
themes and a file of outstanding ex 
amples of letters and mailing pieces 


Carbon Papers, Ribbons 


Described in Brochure 


A brochure describing its line of 
carbon papers, business machine 
ribbons and hectograph supplies has 
been published by Columbia Ribbor 
& Carbon Mfg. Co. (Glen Cove 
N. Y.). The brochure also contain 
many helpful tips on buying ribbons 
carbon papers, on operating dupli- 
cating machines, typing stencils, et 
different 


grades and types of business ma- 


The company’s five 


chine ribbons and its nine different 
types of carbon papers are described 
and illustrated in the booklet. Mis- 
cellaneous supplies for duplicating 
machines are also listed 


Offer New List Catalog 


A new catalog of approximately) 
1000 available domestic direct mail 
lists has been issued by Fritz S 
Hofheimer (New York). The “An- 
niversary Catalogue” contains the 
prices and number of names avail- 
able in categories ranging from ab- 
dominal belt manufacturers to zoo- 
logical gardens. The lists are listed 
alphabetically and arranged unde1 
general classifications such as new 
executives, factories, furniture deal- 


ers, etc 


Discuss Postage Meters 


The benefits of metered mail are 


discussed in a_ booklet, “How to 
Get Your Mail Out,” produced by 
Pitney-Bowes Inc (Stamford, 


Conn.), maker of postage meters. A 
special section of the booklet dis- 
cusses postmark advertising possible 
with postage meters. Ten examples 
of typical postmark ads are illus- 
trated. 


Advertising Requirements 


its 


Dress Rehearsal 
station TV prepared 


rocessina. sh 


++ 


RADIO & TV PRODUCTION. 


telecast. Lower left. for one of the 


prooted and brouaht to the plant 


How to prepare for a television tour of your plant 


By James Joseph 


If it happens in your client's plant 
as it did at the Exchange Lemon 
Products Co.'s, it'll happen like this 
Promptly on schedule, the TV cam- 
eras will begin to roll. You and you 
client will be primed and ready for 
perhaps the most important plant 
tour in the company’s life 

A vast, unseen audience—all po- 
tential customers—will be taking 
that conducted tour. And all 
without the fuss of having them un- 
derfoot, gumming up production 

Sooner or later, say TV men, al- 
most every U.S. plant—particularly 
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c } 
i it manutactures a product of gen- 


gen 
eral public interest—will find itself 
before the TV cameras. The reason 
is simple enough: Most U.S. TV 
stations schedule regular “local in- 
dustry” telecasts. During the sched- 
uled 30 to 60 minutes, they bring 
their cameras into the plant during 
its normal production shift 

But the big question, still unan- 
swered for some managements and 
their agencies: Will televising ou 
plant be a boon or bust? Will it do 
us any good? Or harm? Are the re- 
sults worth the effort? 


> The Exchange Lemon Products 


(Corona, Cal.), a memb 
famous Sunkist family, was one 
the first frozen food processors 
come before West Coast TV cam 
eras. And its management con- 
siders the experience a boon! From 
the moment the cameras opened un- 


til the curtain was rung down 60 


minutes later, Sunkist told its story 
told it more fully than ever before 


“Best part of it,” says George E 
Stanley, E.L.P. industrial and public 
t 


relations director, “it was all free 


well, almost.” 
E.L.P. was subject of a full hour's 
telecast over Los Angeles’ KTTV, 








one of a series of “Success Story 


programs, sponsored by Richfield 


Oil Corp 


> The company reveals that: 
1. The telecast was a great morale 
Employes worked at high 
pitch for weeks prior to the show; 
they were proud as Punch 


booster 


after- 
wards. 

2. Staging the 
hundreds of 


program required 
man-hours, expended 
both by management and by em- 
ployes who had starring roles 

3. Of the more than 100 people in- 


volved, 75 were E.L.P. personnel 


4. It cost the company about $1,100, 
expended for special demonstra- 
tions, for stage settings and as wages 
for stand-by employes who assisted 
TV crewmen. Almost $1,000 of this 
total Actually, 
E.L.P. might have gotten by without 
spending a penny, but its presenta- 


tion 


went for wages 


would have suffered. 


5. Seizing this public relations op- 


portunity, the Sunkist Growers 
management ordered a Kinescope 
(cost: about $700) and E.LP 
bought a film copy (cost: about 


$100) of the 60-minute telecast. The 
film has since been shown to schools, 
clubs and to new employes 
Considering the high cost of in- 
dustrial $15,000 to $25,000 
minimum for a first-rate color pres- 
entation—Sunkist not only put its 
story before a vast viewing public, 


films 





but for a minimum outlay got a first- 
rate industrial movie to boot 

Sums up E.L.P. management: “We 
latched onto a bargain!” 


> For other processors Just now be- 
coming candidates for TV cameras, 
let’s see how telecasting affects a 
typical plant 
The Sunkist 


“live” 


telecast viewed 
on Aug. 31, year. Early 
the previous June, word came that 
the TV interested in 
telecasting a typical citrus products 
plant. A few later “Success 
Story’s” writer, director and 
one of its technical staff visited the 
plant at Corona. They said they were 
looking for a good citrus products 
story, but made no that 
they'd elect E.L.P.—despite the fact 
that its $2,000,000 extraction- 
concentration plant was just com- 
pleted. 

The TV people spent about two 
hours roaming taking 
and These 
measurements, incidentally, revealed 
that the plant’s 
enough to cameras 
Tape based upon 
the operational cable lengths to the 
TV monitor truck, showed that only 


Was 
last 
sponsor Was 


days 
script 


promises 


new, 


the plant 
notes measurements. 


aisles were wide 
manipulate 


measurements, 


58 


Special Set 
demonstrations outside the scope of usuva 


C trus fruit processing nis set showed 


one department (which covers three 
buildings) and its processes could 
be successfully televised during the 


program 


The TV staff visited the plant 
briefly on two other occasions. A 
few weeks later the preliminary 


script was submitted to E.L.P. Man- 
agement found that the script writ- 
ers had an astounding grasp of the 
prime 


production points. The script 


needed very little revision 


> Meanwhile, the telecast was defi- 
nitely scheduled for late in August 

just a month and a half away 
Script breakdowns showed that 28 
persons besides the narrator would 
appear on the program. That is, peo- 
ple with parts who would need re- 
The asked that 
eight special set-ups be installed in 
the building to be These 
set-ups included, others, a 
market 


hearsing. director 
telecast. 
among 
(showing frozen 
citrus sold—packages, 
shelf etc.); the im- 
portation of a large lemon tree, so 
that a picker could be shown actu- 
ally doing his job; and several by- 
products displays (pectin, 
feed, etc.). All these demonstrations, 
including some working models, and 


sequence 
juice being 


arrangements, 


stock- 


plant layouts, took planning and 
time. 
E.L.P. also had to furnish some 


helpers. The TV director asked for 
eight to ten men to act as 
pullers (helping the TV 
crew drag their cables from one 
part of the plant to another). Man- 
agement was also asked to instruct 


cable 
camera 


E.L.P. had to arrange and set up e 


p 


— 
o_o. eet 

fi 4 4 
ra 


: \ 


\ s 
Se 


P 


rid 


sht special sets for the telecast 
ant operations that depicted the genera 
housewite preparing to use the end 


all employes how to behave bef« 


a Camera 
1. Act natural. 
2. Don't mug 


3. Don’t peek around corners du 
ing the telecast 


4. Wea! 


dress-ups, etc 


regular work clothes, 1 


At the same time, the E.L.P. C: 
offered to furnish meals (lunch an 
to all members of the T\ 
crew, its cast and employes takir 
part all this, on the day of the tele 


supper ) 


cast. 

> The plant engineer had to set up 
special outlet to power the monito1 
ing trailer which usually 
220 volts. Food plants as spic-and- 
span as E.L.P. don’t need to put or 


requires 


company dress—but there’s always 
a lot to do 
@e Make sure all light fixtures are 


working 
e Get the floors gleaming clean 
e Repair any chipped paint 


Also, if the smart, 
he'll take the opportunity to adver- 
tise himself to both customers and 
plant employes—letting the local 
papers know the plant’s to be on TV, 
the hour, and date. Perhaps special 
invitations to good customers, deal- 
ers, distributors, etc. 

Most important, from a TV tech- 
nical viewpoint: Management must 
supply the TV crew with an accurate 


processor 1S 
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re 
By 
co 
be 


se 


to 


ire 


‘al 
V, 
ial 
il - 
h- 
ist 


ite 


its 


id detailed plant lay-out. In the 
E.L.P., the TV 
anted to know 
etween machines; how smooth the 


ise ol director 


exact clearances 
ors were: what electrical outlets 
ere available 


The Exchange’s management had 
Some 


ents, having seen the script, were 


few conferences depart- 


nhappy that they were left out of 
However, the TV people 


xplained that they were limited by 


1e 400 to 500’ radius of their cables 
hich would run to a 


ie show 


monitoring 
within the plant If 


le program was to run smoothly 


uck pal ked 


remembe1 it was “live,” not 
Imed), only activities within easy 
able reach could be telecast. Ons 
roblem, fo example was how to 


area to an- 


et the emcee from one 
almost all 
And to enliven the drama 
he TV people wanted to take som: 
rathe: 


‘ : 
demonstrations. A few 


ther since he was in 
cenes 

: se 
berties and to include some 
intechnical 


lepartment heads objected, but in 


me agreed that for the sake of 
larity to a general audience, these 
ntechnical things should be _ in- 


j 


iuaea 


And above all else, the TV 


1 13 
rogramers demanded action Live 
ction. They wanted machines run- 
ng; people doing things; the pro 
sses flowing just as tney wou 
: ’ 

inder normal conditions. In short 
ney wanted tne plant In full eg 
' 

la! ype itor 

: 

> Ther came tne latetu Frida 
Aug. 31. The dav's prograr oke 
Ke this (as S 7 n ) VI 





e 10 an control trucks, cable 
ower engineers arrive d The plant Ss 
lectrician helped with the hook-up 
E.L.P to help 
nove equipment into the plant 

@ 10:30 an The set director al= 


ived to look 


assigned four men 


over demonstrations 


f sets which the plant management 
had arranged. A director was as- 
signed each “set” to run the “actors” 
through their preliminary rehearsals 
a.m.—All TV 

taken to lunch by the 


e 2 30 p.m 


e 12 staffers were 
company 

Main rehearsal The sé 
rehearsals went on until four o'clock 


By this time the plant’s manageme 


- 


could see that what was suppose¢ 
be a one-hour show, rehearsed it- 
self into a two-hour presentation, 
exactly double the allotted time 

e@ 4:30 p.m.—The 
and plant management got togethe 
to smooth out the rehearsals and the 


writer, directo 


director expressed confidence that 
while it might seem as though the 
rehearsals 


dragged out overtime, 
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that actually, when it came to tele- 


vising, everything would fit nicely 
in the 


one package 


9 to 10 p.m Show time The 


actual telecast 
>» The show? It was great! 


E.L.P. went to a lot of trouble t 


put on a realistic presentation. The 


companys president went So fal 


to cut down a fruit-laden lemon tres 
Irom his own orcnard, had it shipped 


into the plant Friday afternoon. Thi 


demonstration of a lemon picker at 
vork was so realistic that some old- 
time growers around Corona stil 
b 1leVve tne sequence Wa telecast 
om % owing orct a 
B it ) its experi I I Pp 
anage ent has a iewW \ ( 
idvice for other processing plants 
} r exal ple m € nside one S- 
ts é A ¢ wine the sug aa T é 
process to be televised. S e dieting 
ne sew é t ailterwarads - 
ered Y nt Nave pee! S cKet 
to se Vnat appea ed to be a t 
Suva be n¢ iseda Wu neent te I 
emonade Anothe thing to watc! 
for: Whot 1 invite is actors 
M nv ( the compa! Ss custome 
é depe dent rocers E..L.P - 
ted Cle K I a ( CI I - 
é X be tne actress cle } I 1 
oOce \ Sce « S € CZ naepen- 
dent recognizing tne vomal ant 
fall in to realize that the groce 
store was actually a stage setting 
pia eda ab t the Exchangs - 
ng a chain outfit on its show. So, 
ys the Exchange’s management 
Don't use people who are read 
ecognizable, even if known only to 
local audience, iniess you nalyZe 
tne effect tr recognitior Ipo! S- 
tomers all categories 


On the other hand, the 


gave the plant opportunity to invite 
] 1 7 ‘ 

in important 1OCal pe pic ana Oo 

} 1} | 

Duulad good wil among the com- 

munity and its 

7" 11 : 

rypically, the wile ol 





} . ] 
and the wives of several key em- 


Also. the wife of 


newspaper ¢ dito 


ployes had parts 
nd 


the local 


As George Stanley says, “It was a 


fic public relations opportunity 


publicity still photos 


terr] 
Incidentally, 
had to be taken during rehearsal 
none during the actual telecasting 
Much to management's surprise, only 
four cameras and very limited light- 
ing were used 
That’s 
viewers, all customers or 
customers, got the Sunkist 
” And that’s pretty much the 
way it will work when your plant 
in the future becomes a candidate 
for TV 44 


million 
potential 


how several 


“Success 


Story 


Advertising 
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jor 
Active 
Response 


AR’s 21.000 readers have 
to produce. When they 
shown a newer or bette 
way, they respond avidly) 
Recently. for example 


* A paper house received 


* An engraver received 


E77 


inquiries about a 


: ’ 
descriptive folder 


* A display firm received 


t 


req t< for hook! 
requestS TOr a DOORKIC 


* A typographer received 


7 YT mit 1 hy wf 
+-.£ INQUITICS aDOUT a 


Advertising 
Requirements 


200 East Illinois Street 
Chicago 11, Ill. 
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We 


UNS Se 
SPOT RECORDING SERVIC 
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Write us for o free estimate on your 
next radio spots! Our production 
‘know-how’ and top talent can 
boost your sales. You will be pleased 
with the quality, the listening im- 


pact and the low price 


Advertisi 


n 
c 
1 
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| AGENCY, INC. 
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The making of 
fine color engravings 
daily reminds us of the 
saying of Michelangelo: 
‘Trifles make perfection... 
and perfection 
is no trifle." 


sit vie” 


syne rvoR> 


Advertising Requirements 





PHOTOENGRAVING & PLATEMAKING 


How to prepare Good Copy for 
Reproduction 


Good-looking original art is not always the best copy for reproduction. 
An expert outlines other factors to consider. 


By John Yule 
T chavatoris 


in Kodak Co 


the halftone 


texture I the 


that the whites of the print d re pro- 
duction are not very white and 
blacks are not ve ry black 

A glossy photographic print often 
has a brightness range of 50: 1—that 
s to say, the highlights are 50 times 
as bright as the shadows, whereas. 
on the other hand, a newspaper half- 
tone may have a brightness range of 


only 4:1 


> The next cause of loss is distortion 


of the tone values within the availa- Author & Illustration 


ble tonal range. In other words, the iffect reproduction—center 


a speech at the f 


range of tones is not only limited adapted from 
but the reproduction process does above photo was t 


aken 


ents January, 1954 





























Insertions Combine 
To Earn Advertising 


Frequency Discounts 


* Advertising Requirements 
* Advertising Age 


* Industrial Marketing 


Advertisers using any 
combination of these 
publications issued by 
Advertising Publica- 
tions, Inc., may com- 
bine total number of 
insertions to earn best 
frequency discount for 
each, minimum rate- 


holder regulations 


applying. 


200 E. Illinois St. 
Chicago 11, Ill. 








Advertising Publications Inc. 







ble loss of sharpness of 


even if the glass crossline 


not used, 


halftone 


shai pne 


the 
patt 


ss wl 


detail, and 
screen 1S 
introduction of a coarse 
ern causes some loss of 


1ich may obliterate de- 


tails present in the original 


Even 
and the 
layer ol 
plied 
formly, 
ence of 
teres 
in the 

The 1 
Ss tnat, 
values 
original 
tain as 


aiues 


" 
good copy 


picture 

] ] 

ielicate 
] 


( 


details, but 


in the 


clearly and pe rhaps be 


This 


sized 
artwork, 
Stands tl! 
1 
grapnk 


21 
siderable 


subject n 


nay 


et 


whereas 100 


with 


the best pape! surface 


most pertect equipment, a 


pru 


pe! fectly 
and this, 
a halftone 


with t 


} 
i¢ 


the 


few 


The effectiveness of the 


iting ink cannot be ap- 


smoothly and 
as tl 
pattern, 


he visibility of 


uni- 
as well le pres- 
inter- 


details 


picture 


sult of all these 


ffects 
different tone 
be distinguished in the 
reproduction may con- 


as 20 distinguishable 


This leads to the first rule for 


\ } } ’ 
should not daepend on very 


shades of tone or very fine 


It is wel 


+ 


rouble 


anything orf importance 
subject must show very 


overempna- 


is easily accomplished in 
. : 
provided the artist under- 
1 
iat it is necessary. In photo- 
subjects it demands con- 
SKI11 in arranging the 
latter and also the lighting 
1 worth while to take the 
to do this ather th: rely 


n extensive 


' 
Ways tends 


>» The 
copy 1s 


accoun 


process which 
the 
the 


ample, 


flattens 


seco? 


tha 


the 
duced by the 


if 


light detail 


sized in 
graphic 


shadow 


( 


the original. In a_photo- 
print, good highlight o1 
letail, or both, are obtained 


by the use of 


dark 


light detail. 


favor th 


e 


retouching iid al- 


to create an 


unnatural 


’ 
a re quireme? 


Ss 3 


t tor good 


into 
intro- 


should take 
changes in value 
particular reproduction 
is to be used. For ex- 
which 
then high- 


overempha- 


process is one 
highlights, 
should be 


a flatter grade of papel 


print will favor good high- 
vhile a light print will 
shadows. 


SPECIALIZING IN COLOR 







39 West 60th St., New York 23, N.Y. 
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PHILADELPHIA—Widener Building 
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from COPY TO PROOF 








We recently conducted an exp. 
ment which presents a striking 
ample of the 
mind the 


need for keeping 
characteristics of the 
production process. We made th 
original prints of the same subj 


printed on paper contrast gra 
zero, one and two. The low conti 
print was intentionally made rat} 
dark so as to obtain maximum hig 
light detail. We then printed « 
of the three 
stock and newsprint 

We asked ten 


three 


prints on both c 


people which of 
originals was preterred 

ght out of ten 
print. But in 


ductions on 


chose the grade 
evaluating the re 
coated stock, the chi 
was overwhelmingly in favor of 


reproduction of the dark flat p 


Nine out of ten preferred this 


nstead of the med 


production 
contrast print. In other words, t 
best print did not make the best 
production. This is 
partic ular process fla t 
lights and so required an orlg 


with exaggerated highlight deta 


When asked te »>ch ose between t} 


reproductions on newsp t t 
position was reversed. In this « 
nine out of ten preterred the ! 
contrast pi nt 

> It is often said that print 


production should have plenty « 
that thei: £ 
should be as light as possible. I 


not believe this to be true Print 


contrast and 


vhose over-all contrast is high 

é tably lose some of their highligt 
and shadow detail. It i natural 

suppose that a snappy print w 
make a snappy reproduction: but 
is not necessarily true because t 
over-all contrast can easily be 


. ; P 
justed In making a Nalitone negat 


other hand, a lost dé 


while on the 


tail cannot be restored 


I can imagine a_ photograph 
complaining bitterly about what the 
engraver does to his 
snappy looking prints; while on thi 
other hand, the engraver may con 
plain that he just can't make any 
thing out of so-and-so’s originals 
But the 


takes the 


photographer or artist wh 
to understand the 
limitations of the particula 


trouble 
repro 
duction process and adjusts his work 
will avoid many 


accordingly disap- 


pointments 


> In addition to my two main points 
there are a few miscellaneous points 
In monochrome 
black- 


toned or on 


to be borne in mind 
the original should be 
and-white, not 
tinted 


work, 
sepla 
paper. This is not because 
toned prints cannot be reproduced, 


but because it makes it more diffi- 
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ult for the camera operator to esti- 
ate the proper exposure 
The surface of the print is also im- 
ortant. Paper with a grained sur- 
ice should by all means be avoided 
nd any scratches, kinks, cracks and 
reases, show up very clearly in re- 
roduction due to the nature of the 
ghting commonly used on process 
ameras. Large areas of white pape 
hould also be avoided where possi- 
le because they increase camera 
are and may result in loss of 
hadow detail. 

In color work the principles are 
he same as for black-and-white. Do 
ot depend on the differentiation of 
arely perceptible differences in 
lor. With color’ transparencies 
here is an even greater possibility 
f disappointment because we can 
level hope to match the brilliance 
a color transparency on a bright 
lluminator by means of a layer of 
rinting ink on paper on 


tlectrographic Services 
Illustrated in Booklet 


The produc ts and services of Elec- 
trographic Corp. are described and 
llustrated in a colorful 16-pags 
booklet being distributed by the 

The company, which has 13 
livisions in nine cities, supplies elec- 
trotypes, plastic plates, art, photog- 
aphy, motion pictures, typography 
and mechanical hand lettering 

A spec ial four-color spread de- 


1 
cribes aluminum-backed plates 


ised tor magazine inserts 


en ‘Well, did you and the Fulla-Fruit Pie 
d Co. get that engraving bill argument 
i- settled?” 


its January, 1954 








Most any modern engraving 
plant could produce our 
kind of engravings... pro- 
vided its craftsmen exercised 


the same painstaking care 


j 


we do, used the same skills, 


applied the same techniques. 


Color and black-and-white. 


Thomas F. McGrath 


and Associates 


DAY and NIGHT SERVICE 


Chicago \Wiinots 


NGRAY WNGS 
pHOTO E ate 


\Winols Street 
- Telephone Delaware 


aa “around lhe clock.” 
ala Fe 


No demand for service 

is beyond our scope of opera- 

tion. Since 1929 Production Managers who demand 

the finest in quality and service have phoned 
NORHWESTERN to make a “pick-up”. 


a co oe 


MATSURI CT Tt cKeN al) 


328 SOUTH JEFFERSON STREET, CHICAGO, ILLINOIS ©@ STate 2-3939 
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The Cock Crows... A cock crowing the 
news is the expressively appropriate symbc 
the press reiease sfationery ea 

Burton Browne Advertisin 


yjned by M 


Preparing Offset Copy 
Outlined In Booklet 


A 20-page booklet entitled “How 
To Prepare Copy For Offset-Lith- 
ography” has_ been 


Vel itone Co 


produced by 


(Chicago) Concisely 
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printed with neat illustrations, the 
booklet deals specifically with the 
paste-up phase of copy preparation 
for offset. 

The first part of the booklet dis- 
cusses one-color preparation, while 
the second part deals with multi- 
color preparation or process color 
work. The booklet, which is avail- 
able from the company, discusses 
such things as positioning, spacing, 
mounting, and registering in one- 
color paste-up preparation. In process 
color work such details as the use of 
filters, use of black, 
parencies, 


color trans- 
Flexichromes and_ the 
value of different colors, such as 
tempera and oil, are discussed. 


liffany Brochure Wins 
Competition Top Honor 


An illustrated litho- 
graphed brochure promoting type- 
writer stands won for Tiffany Stand 
Co. (St. Louis) the top award in a 
brochure 


five-color 


competition 


The judging 
was done by a panel of 22 marketing 
and merchandising executives unde 
the sponsorship of the Affiliated Ad- 
vertising Agencies Network. An ex- 
hibit of selected entries was held in 


Banff, Alberta, Canada 
Tiffany’s winning brochure con- 





Ts 
- A LL 
wre 


Winner This five-color brochure fe 
tur Tiffan ewr Ww 

é waned 

r Aae es Netw k 


tained large, clea: proaguct lllustri 


tions and design des« riptions plus 


unique testimonial page featuri 
photographs of the offices of mar 
of the users of Tiffany stands. TI 
back cover of the brochure is 
montage o! the variety public 
tions Tiffany uses for advertisir 


Another feature spec ially noted 
the judges Was the brochure S 


teresting cartoons outlining the u 


usual features of Tiffany stands. 44 





Service On... 


* Reillytypes 


* Reilly Plastictypes 
* Bista Pre-Madeready Mats for R.O.P. Color 
* Centrifugally Cast Patented Press Plates 


* Pre-Madeready Electrotypes 


* Direct Pressure Mats 


* Vinylite Electrotypes 


Ol NAT et ede eee tae Le 


proofing and shipping. The fastest molding 


and release service in town. 


Alte SITE: aaa A Rian 


ieee Clee ee etl 
Chicago 7, Illinois 
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. . . Good exhibits are not accidental. They reflect the 
judgment and skill of those who plan and execute them.” 


By Cecil Rogers 
Display Consultant 


All over America exhibit buyers 
are now thinking of what they will 
do for 1954. Some 
planned their programs, made their 
decisions and even 
their work. But there are 
others who are now 


already 


have 


commissioned 
many 
wrestling with 
the pros and cons of important 
Then many to 
whom the whole display business is 
strange. If you are one of these you 
may find some help in this article 
If you are a veteran exhibit man it 
may express your own thoughts, and 
it may even help you review your 
current program. Veteran or novice, 
you can be sure that 1954 will see 
continued the trend to use more ex- 
hibits. More people than ever before 
will see them. But whether they will 
be worse or better depends on you 
They will be more competitive! How 
will your program rate? 

For the benefit of the new buyer, 
let’s start at the beginning by asking 
what is the purpose of an exhibit. 
To promote the sale of your goods or 
services? To make personal contacts 
with prospective buyers? To turn 
latent interest into sales? To tell a 
story that cannot be conveyed by 
other media? 

Whatever your reason may be, it 
is a good policy to review it from 


issues there are 
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time to time. You can tell how many 
buyers lose sight of these purposes 
by walking round any exhibition 
The next step is to ask what is the 
purpose of this particular exhibit. 
This may sound trite, but it is the 
most common of all reasons for un- 
successful exhibits. As exhibit costs 
are forced up, the consequences of 
success or failure are read in larger 
and larger sums of money. Hence 
the importance of a better under- 
standing of the issues involved. 
Good exhibits are not accidental. 
They reflect the judgment and skill 
of those who plan and execute them 


> The next question is how does an 
exhibit influence people? By ex- 
pressing ideas they can understand 
The active element in any such pro- 
motion is the idea. Only ideas can 
influence people. And the kernel of 
an idea is its inspirational value. That 
is more than ingenuity, artistry, or 
mere skill. Essentially it is a pro- 
jection of understanding. If you 
think back to all the good exhibits 
you will find that 
what made them good were the ideas 
they expressed. 

Do your exhibits have ideas? 

It will help you to define each ex- 
hibit problem in these terms. As 
every schoolboy knows, the secret of 
solving algebraic equations is to ar- 
range the elements of the problem in 


have seen, you 


Wa 
oY y 


SHOWS & EXHIBITS _ 


the correct order. So it is with dis- 
plays. A clear understanding of your 
problem is a good start toward solv- 
ing it. It is also necessary to know 
something of the nature of the me- 
dium in which you work. To many 
people it is a strange medium with a 
host of peculiar properties 


> Few of us can escape the bonds 
of habit. We are accustomed to think 
in two dimensions, and so by habit 
we visualize in terms of two di- 
mensions. In other words we think 
flat. This has substantially delayed 
our progress in three-dimensional 
design. This is especially true in the 
case of exhibits 

A little will convince 
you how widespread is this habit 
and how You have heard 
retailers discuss the sales potential 
of their 
per square 


reflection 
wrong! 


stores in terms of so much 
foot. Exhibit space is 
bought by the square foot. But it 
should be evaluated by the cubic 
foot. The essential quality that dis- 
tinguishes an exhibit is the third 
and_ three-dimensional 
space can only be measured cubical- 
ly. If we thought in terms of three 
dimensions we would greatly en- 
rich our scope. Unless we do we can 
not efficiently exploit the potential- 
ities of our medium. 

That third dimension multiplies 
your space. Not only can you place 
the elements of your design any- 
where within the confines of your 
cubic area—you can also place them 
any how. 


dimension, 


Because we are accus- 
tomed to placing an article on the 


floor, for instance, is no reason to 
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put it there in our exhibit. Nor is 
it necessary to maintain only hori- 
zontal and vertical planes. By plac- 
ing the elements of your exhibit in 
unexpected positions, you can draw 
attention to them. Is that not the 
purpose of your exhibit? 


> Similarly, habit has restricted our 
use of light. Light is as much an ele- 
ment of design as the framework of 
our exhibit. It should be a part of 
the design from the very first con- 
cept. The common idea is that light- 
ing must be uniform. This is a fal- 
lacy. Uniformity can be achieved 
only at the cost of contrast. Dimness 
can be used as well as brilliance 
Shadows enhance highlights. 

Optically our space is divided into 
three areas: 
@ Foreground 
@ Center or focal area 
e Background 

A common mistake is to assume 
that attention focuses on the fore- 
ground. This is seldom the case. But 
it results in the practice of develop- 
ing the foreground at the expense 
of the rest of the display. Lighting 
can focus attention on any part ol 
the display. As emphasis is mainly 
a matter of contrast, the more we 
play down the foreground the 
greater is the emphasis on the focal 
area, and vice versa 


> Another subject for reconsidera- 
tion is the choice of materials we 
use. Are they the best for thei: 
specific purpose? Every year mil- 
lions of pounds of unnecessary 
material are manhandled in and out 
of awkward spaces. Heavy wooden 
backgrounds are repeatedly packed 
and unpacked. Bulky stands are as- 
sembled and dismantled. And all 
because exhibits were built like that 
in grandpa’s time 

Which brings us to the major 
point of this article. Don’t build a 
stand—build a story! We have long 
discarded crépe paper. (I 
hope!) That was an epic milestone 
in the progress of exhibits. But many 
of us have progressed no further. We 
still have the stands. True, not all 
of them are the same ones grandpa 
used. But a stand is still a stand. It 
does nothing 
your product. 

Few products can speak for them- 
From the welter of 
about them you can draw a few 
salient items that would make a 
sales story. These can be expressed 
by the very design of your exhibit. 
The better your story the better the 
results. It should be simple, easily 
assimilable, and appealing. Too 
much detail discourages the spec- 
tator. Any detail beyond the point of 


since 


more than 


support 


selves. facts 
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Back Lot Panorama . 


wagons, performers, and roustabouts on their w 


assimilability is a waste of effort. It 
is better to have too little than too 
much in this respect 


> The first step to telling a story 
with your exhibit is to formulate 
the story you wish to tell. This is a 
decision you should make before any 
work is commissioned. Be sure that 
the story covers the points you want 
Beam it at the class 
of buyer you desire to attract. Give 


to emphasize 


this data to the designer so that he 
can project a reasonable solution to 
your problem. Look for an idea that 
will add the right appeal to youn 
message 

Like any good story your message 
should have a beginning, a_ body, 
and an end. The beginning should be 
the arresting point of the spectator’s 
attention. From there his eye should 
be led through the body to a con- 
clusion with a farewell punch. That 
punch should fall on the prospect’s 
soft spot—which is his own interest 

The difference in 


tracted by two exhibits of approxi- 


attention at- 


mately the same size at the same 
exhibition can be as much as 2,000. 
A two thousand per cent difference 
in results can be important to you. 
Showmanship is the quality you 
seek. Sometimes a small touch of 
Showmanship can make a powerful 
difference. One exhibitor had an ex- 
pensive display that had many good 
features—but it just did not draw a 
crowd. Playing the mooing of cattle 
from a concealed sound unit in- 
creased attendance by more than 
tenfold. Not only should your ex- 
hibit tell a story, it should tell it 
with skill and a touch of inspiration. 
If it does you can be sure that more 
people than ever before will be in- 
fluenced by it. 44 









. This back lot pictur 








of the Brinley Miniature Cir shows | 


1y to the circus porade 


Huge Miniature Circus 
Otfered for Promotions 


The biggest “little” show on eart} 
Bill Brinley’s Five Ring Miniat 
Circus, including 500,000 individu 


ally hand carved pieces, is bei 

offered by its creator for a multitt 

of advertising promotion plans 
Some of the suggested uses of tl 

circus are 

a As prop material for ne wspape 

and magazine ads 

2. Asa prop in TV advertisement 

3. As a 

fairs or shows 


As a special “circus” promotio1 
. 


traffic-builde: lr store 


such as store sales, in-season a1 

out-season promotions, or In speci 
merchandise sales where a circu 
motif or circus colors may be ut 

ized 

5. Use of the “miniature” them« 
such as the sale of small-size item 
or juvenile goods 

> A circular on the Brinley circu 


suggests three methods of obtaining 
the display, individual unit rental 


special “on order” construction and 





- Y- 


Between Shows .. 


Bill Brinley, creator 
of the Brinley Miniature Circus, carves new 
animals, wagons, and other units to add to 


his 500,000 piece, realistic miniature cir 
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is a touring unit. As an individual GE’s Chemical Division (Pittsfield The second unit, sponsored by 














init, the circular states, the circus Mass.), is designed to serve as a GE’s Meter and Instrument Depart- 
an be rented in parts or as a whole workshop, demonstrating the latest ment (Schenectady, N. Y.), will 
or props, window displays and mod- in plastics surfacing ideas to dis- demonstrate specialty instruments at 
| exhibits. The “on order” construc- tributors. The van-truck will pro- 250 key industrial areas. The travel- \ 
ion is available as permanent ex- vide for an exchange of information ing exhibit will emphasize widening | 
iibit material. As a touring unit, the between local distributors and GE present-day applications of instru- 
ircus would be displayed on a fixed on plastics surfacing problems and ments in production testing, process 
chedule applications. New pressure contact and quality control, lab analysis and 
The Brinley circus, already viewed adhesives for bonding Texolite sur- measurements of service and main- 
n numerous’ department _ stores facing to base materials will be in- tenance of equipment. The truck will 
throughout the country and on tele- troduced on the tour. The workshop display 40 instruments, ranging from 
vision, is a complete 34” to the foot is equipped with portable machinery leak detectors to atomic radiation 
scale model of an old fashioned cir- for sawing, routing, sanding, drilling, measuring equipment, that will be 
is. It occupies about 400 sq. ft. of bonding, etc., to demonstrate the inspected by more than 15,000 in- 
pace and took more than 50,000 new processes strument users 44 





1an-hours to make Among the 


nany intricate pieces are 163 ani- 






mals, 46 wagons, 15 tents, 80 per- 
* 
ormers and countless back-stage 


vorkers, Sawdust on the for and QV@T 200 industrial advertisers 


electric lights lend an air of realism 








to the display. 


..-WITH EXHIBIT BUDGETS FROM 
ith performers moving to specially $1,000 TO OVER $100,000 


transcribed circus music. It also in- 


ludes two complete circus trains BOUGHT THEIR 1953 TRADE SHOW | 


( 
j 


Most of the circus is mechanized 






ithe 


such performers as high-wire 


. EXHIBITS FROM 
laredevils, lion tamers, bare-back 


riders, freaks and clowns. The 9x16 


big-top contains 10,000 seats which 












fold i dividually I has realistic » . . . e 
ee ee ae ee Q) ene ‘al exhibits and displays, ine. : 


ticket booth to cooch dancers in 


touches from tiny 





front of the side show 2100 W. RACINE AVE CH 
> Folders 
mention that use of the circus ex- 
hibit, at fairs, on TV shows, in ads 


] 
S in itsell a space-grabbing news 


- 





AGO 14 Lt PHONE EASTGATE 0100 










describing the circus 

















An important reason is 






that every one, modest 









ure and insures wide coverage ir 


lea 


? 
cl } “ge buyers and large, 
both newspaper lineage and phot 









¢ 


stories on local and national levels received the same 
















When being moved, all sections kind of service—an 





fold up for packing into wagons, 
which are loaded on 16 flatcars of the 
miniature railroad, just like in a real 8 
circus. Brinley himself moves the J 


; . + . i. a. } . 
rcus in his own trucks. It takes him 









officer-contact man, 


unsurpassed design and : 





production teamwork 








and the will to excel + 
and two assistants an entire day to 





take the circus down and two days 


o set it up The circus comes with 















guard rails and electrical equipment 
Advertising aids such as circulars, 
dealer tie-in newspaper ads and no- 
toriety sheets are available 
Complete details on the circus are 


a\ ailable 





There are other reasons, too. 
Ask any of our clients (list gladly furnished) 
or better yet, stop in to meet our personnel, 


Mobile Units Demonstrate 


see our facilities and then decide 






Newest Processes for GI 
Mobile 


adopted by two divisions of General 


for yourself how we could be helpful to you. 















exhibit units have been 


Electric to demonstrate their newest 
processes and products. The two 
units have begun a year’s tour 
across the U. S ; 

One mobile trailer, launched by 82% have been clients for 2 to 18 years “¥ 








January, 1954 








tion. A handy 
turning wheel tells which slide 


index around t 


being viewed. Slides can be eas 
changed, lenses have adjustable f 











cus, and the unit is equipped 


YOU'LL SELL MORE. 


with an 


an off-on electrical switch 





Sa am 


The first commerical applicat 
of the unit was by Motorola 

















sells the viewer to dealers to ¢ 
able them to show the compl 
Motorola tv set line even thou 


ce 


limited number of sets are actua 





earn 


on hand 


Holds 18 3-D Slides... — 
I i a Aas aie AIR FORCE (CE ASSOCIATION 





new stereo 











Exhibits & Displays In -hicago) show 





7TH ANNUAL CONVENTION 
. ‘ Aug. 20-23. 1953 


at your Expositions, Trade 


| Shows, 





Sales Meetings, etc. 







Send for Free Folder. 





: j 96-20 13 Ave., Corona 68, N.Y. . Holds L p lo 18 Slides — 


: rast EE a 
i tenia | i ; lid a reas meee 7 
A new three dimensional slide 


viewer which holds up to 18 slides yyy 


at one time has been produced by 






WORLDS MOS! MODLRN METAL TREATING 
PLANTS «SERVING THE MRCRATT INDUSTRIES 















General Exhibits and Displays Inc New Medium A new advert 
(Chicago). Designed to sit on a mecium tne Back of nvention baage 
ae . 1 } Th hadas produced for the Air Ff 
ae counter or table, the unit is finished dad prod I 
Ue stad a ’ Accr nvention in Wost tos eetined 
in brown leather, is light in weight, 


FOR SUSPENDING MOBILE DISPLAYS 
and is equipped with incandescent 


OE eae lights for slide illumination 


49 WEST FULTON STREET ICACO 6, | 
ee ee bev a The new viewer is adaptable to 


any kind of slide apace whether Convention Badges 


paper, plastic, metal or glass. Turn- 


ing of a large handwheel on the side Offer New Medium 


brings each slide into viewing posi- 









Something different in the way 
idvertising media—the backs of cor 
vention badges—has been announce 
by Wendell-Northwestern Inc. (Mir 
neapolis) 

The first advertising badges « 
this type were produced by Wendell- 
Northwestern for the Air Fore 
Assn. national convention in Wash- 

gton, D. C. The badges were fur- 
sided through the courtesy of 
Metallurgical Ine. (Minneapolis) 
metal treaters serving the aircraft 
industry 

The AFA convention badges wer: 
embossed in four colors on a metal- 
like material called “Metalite.” The 
light-weight badges had a 34x234 
die-cut window for the name card 
They were produced in one piece 
and then folded to form a badge 

Additional details on the badges 
are available from the company 

















to the last page 

of this issue for 
“Preferred Sources for 
Services & Supplies.” 







FLIP... 




















NEW ideas, items 


and resources 
are listed here. 
Don’t miss them! 







~—S 


We believe in realism in our exhibits .. . 










Have an apple?'’ 


k ' 
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fo 


prepare copy for DIE-CUTTING 


One of the trickiest jobs that can face a production man is preparing copy 


for die-cutting. This guide can help make the job easier. 


Every die-cut shape should have 
a purpose iu tl extra cost of this 


operation 1 t mm el li 1 outs 


having 
to be a 
the cust 


3ecause printed pieces double the 


you a 
die-cut | fectiveness when enhanced with 
sek lever and appropriate cut-out 
" ' power 1s doubled! 

prope 
important steps 
itting. In fact, 
important fir 
well heeded, the 
are of themselves 
shortest cut we kno 
die-maker at the planning 


game Never develo} 


and then 

how or other that a practical die car 
be made to accommodate your job 

Chances run high that it can’t! 

The first and preliminary rule ap- 
plies to every die-cut job and its im- 
portance should never be minimized 
unless you are unconcerned with 
the appearance or the high and un- 
necessary costs of the finished job 

Call in your die-maker when youn 
rough layout is made. Have him 
check your design. He will plan the 
job with you and make recommen- 
dations for you to follow. Then you 
will produce the most economical as 


A peep-hole 


well as the most effective job 


January, 1954 


An example: Let u 


} 
snape to be cut out 1s outlined 


Ste abe 


assume 


} 


Any 


Check your artwork by making a 
the face-side. The pencil 

ig tissue will then 

be face-up. Now, lay this tissue ove1 


} 


the artwork on the reverse side 
face-down (the pencil marks will 
and check 
Always remember the artwork re- 


be on the under side) 


verses itself when printed on both 
sides of the sheet. So be sure the left 
side of the front-side copy matches 
the right side of the reverse-side 
copy. And vice-versa. A dummy 
made with tracings on each side, 
pasted back to back, will also help 
you in checking back-ups 











































































































































































































































































































































































































































































> Check your design for closeness o} 
cut-outs, acute angles and other cut- 
ting “intricacies.” 

There are certain limitations on 
the kind of details that can be suc- 
cessfully incorporated into a steel 
rule die if it is to retain its utility on 
a production basis. 

One cutting knife can never be 
placed too close to another. Enough 
space must remain between them so 
that a sufficient amount of sponge 
rubber may be placed between the 
knives for proper ejection when die- 
cutting. For paper, this is 1/8” o1 
more. For cardboard, it will be a 
little wider, depending on the thick- 
ness of the board 

Avoid any acute angles. The 
nearer to a right angle, the less like- 
lihood the die will spread when cut- 
ting. This spreading can produce 
difficulties in the stripping operation 
(Stripping is the process of remov- 
ing—by hand—waste paper from 
around cut-outs or from the inte- 
rior.) Don’t make your shape too 
flimsy—it will tear or bend during 
stripping. Often you can get the 
same effects by printing shapes in 
black ink that simulate cut-outs 
thereby saving a great deal on the 
cost of dies and stripping 


>If you are ganging-up one or 
more units ona large sheet be sure 
to double-check with your die- 
maker before laying it out. 

The same 1/8” between units ap- 
plies. But it would be advantageous 
to have an occasional greater space 
at strategic points so the die-maker 
can cut his die block into two o1 
more parts. On a large sheet, this 
precaution offsets paper stretch or 
shrinkage. The multiple dies can be 
shifted to exact register at the time 
of die-cutting 

Be thrifty . if the edges of your 
unit are straight, one knife will cut 
the unit into two parts. But, if the 
edges are curved or shaped, there 
must be a double knife with space 
between. A curved knife can never 
be placed tangent to another knife o1 
straight line. Never arrange round- 
cornered units so four corners meet 
to form a small cut-out. It will be a 
poor die-cutting job 


> Now, let’s suppose there is more 
to the job than die-cutting 

When the job is to be creased or 
folded, as well as die-cut, the selec- 
tion of paper or board determines the 
success or the failure of the piece. Is 
the paper or board heavy enough, 
strong enough to function as you 
planned it? Also remember, the 
thickness of the paper or board you 
use dictates the type of scoring that 
is practical. 
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About This Article 


One of the trickiest production jobs 
which can face an adman is preparing 


copy for die-cutting. Most often the 
answers to the problems involved are 
obtained only through extended trial 
and error—with the emphasis on 
error. 

But Henry Lindenmeyr & Sons, New 
York paper merchants, have decided 
to do something about it. In coopera- 
tion with M. Lee Scott of Accurate 
Steel Rule Die Makers (New York), 
Lindenmeyr has prepared a helpful 
manual, ‘‘How to Prepare Copy for 
Die-Cutting,"’ the third in the brilliant 
“‘Lindenmeyr Library of Print Shop 
Helps. 

Lindenmeyr has granted AR per 
mission to reprint the text of this copy 
righted manual. Copies of the com 
plete 16-page manual, which, in addi 
tion to the material reprinted on these 
pages includes a handy chart giving 
average caliper thickness of various 
paper and card stocks suitable for 
die-cutting, are available from the 
company. For your copy circle No 
101 on the Reader's Service Card in 
side the back cover of this issue 





If the job is to be creased, be sure 
the paper or board has folding 
strength. If the folding is to be in two 
directions be sure the folding board 
will bend forward or backward on 
the same score. If the sheet is not 
thin enough and strong enough, you 
may have to run it through the press 
twice—once for the front score and 
once for the reverse side. This means 
extra time and money and attention 
to exact register on the reverse side 
If the job is an “action” piece—in 
pop-up on motion format—be sure 
grain runs opposite the “action.” 

If the board is heavy, it will have 
to be cut-scored (a knife goes part 
way through the stock and forms a 
hinge). Here again be sure the board 
is strong enough to withstand this 
treatment. Warning: All cut-scores 
must bend in the same direction! 


> Now let's get really complicated 

that is from the artist’s planning 
view—and consider bulges and 
push-outs. 

Many die-cut jobs are small 
folders or booklets—some merely 
folded and some saddle-stitched. If 
one die is to be used to cut the entire 
printed booklet into a fancy shape 
without internal drop-outs, play safe, 
make a blank paper dummy at the 
start. 

Trace your design area on the 
front cover and pin prick the out- 
line of the die-cutting edge through 
the pages to the back cover. As you 











leaf through the booklet you'll fi 
the pages have pushed out to tl 
right, toward the center of the boo} 
let in proportion to the thickness 
the booklet 

This means that you cannot lin 
up each page in the same positic 
when flat. (Especially in offs: 
paste-ups. They cannot be shift 
after the plate is made—as separat 
cuts can be in letterpress.) If you d 
some of your design may be cut of 
Keep design and lettering well 
from the die-cut edge and, in plar 
ning margins or borders, positi 
each page according to the test spa 
ing made in the pin-pricked dumn 

If you have internal die-cuts 
several pages of the booklets, t} 
push-out problem must be cor 
sidered as well, in positioning the 
ternal die-cut areas 

This also applies to a four-w: 
folder as well as a booklet 

This checking should be dor 
again by the printer when his fir 
sheet is tested—not when the printe 
run is finished! (Unless you want t 
fight “the battle of the bulge t 
decide who is at fault when the 


does not turn out right!) 


> T me the most mportant p 
of any die-cut job! 

Haste makes waste is such an o 
saw we are inclined to wave a ment 
hand at it, but it’s still true! No one 
thinks-through a job when rushed 
It's the teamwork from the client 
to the artist to the printer to the di 
maker to the cutter that makes the 
perfect job 

Parcel out the time to the delive 
deadline when you start and the: 


keep to the schedule. Allow ext 


time for unexpected delays o 
snafus. You won't have any wher 


you 


1. Give the die-maker a dozen o 
more sheets with all the colors 
perfect register just as you will ru 


the finished job 


2. Give the die-maker backed-uy 
sheets if the job is to be printed or 
both sides 


3. Give the die-maker 
sheets, varnished or otherwise proc- 
essed, when this is the case. (Var- 
nishing or mounting may shrink o1 
stretch the sheet.) 


sample 


4. Don’t play guessing games with 
the die-maker. Let him know exactly 
the situation he will meet 


Precaution will save time and 
money; altering or making over dies: 
poor finishing of a beautiful job—and 
alibis and aspirin! 44 
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Prominent Users of Strathmore Letterhead Papers: No. 109 of a Series 


Let’s Swap Ideas 


lricks of the Trade 


‘. 
Reported in Booklet Pov an ancient culture... 


new economic freedom! 


STRITIMORE 


Not bad but | think you'd better V/ 1A bE RS ‘ 0 F he / \ ID r f P I. RS ‘ 


move that dinosaur over about two picas 


Strathmore Paper Company. West Springfield. Massachusetts 
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\e 
mln 


is incomparable... 


uM 4 ted Add 
Ma irder nvite A 


Thou fg 


aus GENTLEMEN'S HATTER 
400 Madison Ave, New York 17, N 
1427 Broadway, N. Y Met. Opera Bidg 


a 


/ 


Madison Ave ‘hh 
4 
a 


Send mail orders to 4 


REPORTING in 


For quick and thorough TV and AM news 
coverage you can depend on Advertising 
Age. Send order to AA, 200 E. Illinois St., 
Chicago, Ill. One full year—52 issues 
only $3. Or send $5 for two years—and 
save $l. 


Curtis Portfolio Shows 
Samples of Fine Papers 


Samples of 66 high grade printing 
papers produced by Curtis Paper Co 
(Newark, Del.) are shown in an at- 
tractive specimen portfolio produced 
by the company. Papers for letter- 
press, offset and sheet-fed gravure 
are shown. 

Six different brands are sampled 
in the portfolio. Eight specimens of 
Curtis Rag, including both wove and 
laid finishes in white and ivory; 
three samples of white Curtis An- 
tique—70 and 80-pound text and 65- 
pound cover; 12 specimens of Curtis 
Stoneridge, a matte-finish stock in 
white and ivory and a variety of 
weights; 12 specimens of Curtis Col- 
ophon, also in white and ivory; 15 
varieties of Curtis Tweedweave Text 
and 16 varieties of Curtis Tweed- 
weave Cover—both in a wide range 
of colors—are included in the plas- 
tic-bound portfolio. 

The Curtis papers shown are par- 
ticularly well adapted for special 
printed material which requires a 
high quality appearance. A large 
stock of the available 
through paper merchants in all ma- 
jor cities, is available at all times at 
the Curtis mill 


papers, 


Bond Paper Samples 


Offered in Folder 


A sample book showing its line of 
Seafoam lightweight bond papers is 
being offered by Brownville Paper 
Co. (Brownville, N. Y.). Included 
are samples of the seven different 
colors available and the two dif- 
ferent weights. Brownville suggests 
that Seafoam bond papers are spe- 
cially designed for use as multiple 
carbon direct advertising 
mailings, office forms, manifolding 
and other lightweight printing. Sam- 
ples shown are unglazed stock ex- 
cept the white which is available in 
glazed stock 


copies, 


Gilbert Offers Sample 
Translucent Paper Kit 


To introduce its new line of trans- 
lucent master papers, Gilbert Paper 
Co. (Menasha, Wis.) is offering a 
free sample test kit of the papers for 
trial on direct copy machines. 

The free test kit contains samples 
of Gilbert “100” translucent master 
paper, sub. 16, which has a 100% 
new cotton fiber content, and Gilbert 


“25” translucent master paper, 

13 and sub. 16, which has 25 

cotton fiber content. Supplies of 

blank test “dumn 

forms are provided in the kit 
According to Gilbert, its new li: 


sheets and 


of papers makes possible cleaner ar 
sharper copies by the diazo metho 
at high speeds 


r 


Idea Book Shows Uses 
Of Gummed Paper Labels 


The almost limitless use ¢ 
gummed paper labels is describe 
in a 36-page booklet, “Gumm 
Paper Idea Book,” by Brown-Bridg: 
Mills Inc. (Troy, O 


Designed primar 


) 
} 
11 \ 


y as an aid 
printers and lithographers, th: 
51ex8lo” booklet is packed wit 
ideas that can be applied by artist 
designers and creators and produce 
of advertising 

In addition to amply-illustrate 
sections on different kinds of label 
stickers, bookplates, 

four-page special ide 
which 


stamps, 
there’s a 
section describes hov 
gummed paper can be used in office 
retail stores, shipping rooms, f 
civic promotions and in 

ways 


Novelty 


nine possible stamp layouts are de 


shapes for stamps 
scribed in the special idea sectio1 
of the booklet 


g 


New Duplicating Paper 
Manufactured by 3M 


A new high contrast duplicating 
paper, especially designed to repro- 
duce fine work such as clippings, in- 
voices and industrial tool drawings 
has been produced by Minnesota 
Mining & Mfg. Co. (St. Paul). The 
paper was developed especially for 
use with the company’s new photo- 
copy machine, the “Thermo-Fax,” 
but it may be used with other types 
of duplicators. The company also 
offers a stiff backing for the dupli- 
cating paper to facilitate filing. 44 
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feamed t 


The Snor 
\ Jet Ta 


By Don A. Reed 
Advertising Manager 
W. A. Sheaffer Pen Co 


An adman’s confession of faith in 
lose ties between point of sale pro- 


notions and_ national 


advertising 
ampaigns is no more startling than 

minister's coming out against sin 
When the adman turns to that text, 
isteners tend to bow their heads 
lutifully in “we believe” attitudes 

Yet, like ministers, ad managers 
ometimes get little more than re- 
eptive ears from the head bowers 
So, at the risk of seeming to replay 
1 tried-and-true sermon, I'm going 
to run over a case history which 
proved, for the Sheaffer Pen Co. at 
least, the value of close cooperation 
between the advertising and sales 
promotion departments 

A year ago Sheaffer's introduced 
the Snorkel fountain pen, the no- 
dunk number labelled the “first 
messproof fountain pen.” The com- 
pany considered it just as revolu- 
tionary as W. A. Sheaffer's lever-fil- 
ling pen, first marketed in 1913 when 
the company was founded. 


> But 40 years ago, when the writ- 
ing equipment industry was much 
less competitive than today, a rev- 
olutionary writing tool could almost 
sell itself. 
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WINDOW & STORE DISPLAYS 


This 4x5” plastic counter card was offered to dealers to help introduce 
Sheaffer's no-dunk Snorkel pen 


Today, just a few years after the 
country was bombarded with exag- 
gerated claims for those then-new 
devices called ball-points, the public 
has a natural skepticism about “rev- 
olutionary” writing instruments 
That skepticism and the intense 
competition among pen makers cre- 
ated big problems for our ad and 
sales promotion campaigns for the 
Snorkel 

We could shout all we wanted 
about the revolutionary and new 
aspects of the pen. But if the con- 
sumer didn’t try it or at least under- 
stand how it worked, how it was 
messproof, our wind could be better 
used for blowing up balloons. 

So, our advertising and sales pro- 
motion, tied closely together, was 
designed to stress the Snorkel’s ease 
and cleanliness of filling, its no- 
dunk filling, and, above all, to get 
people to try to understand why it 
was messproof. So far, all results 
seem to show we succeeded 


>» Sales of Sheaffer's White Dot (top 
line) pens increased 36% during the 
last half of fiscal 52 over the same 
period of the previous year. (The 
Snorkel pen was introduced at the 
end of August, a few days before the 
start of our second fiscal half.) In 
the first quarter of this fiscal year, 


ending May 31, they were up 35 

The only time I'd claim the ad- 
vertising-sales promotion campaign 
was solely responsible for those 
sales figures would be in salary dis- 
How- 
ever, our management does agre¢ 
that the nature of the product de- 
manded strong and closely coordi- 
nated ad and promotion pushes. The 
consensus seems to be that the two- 
way push helped boost sales 


cussions with our president 


(The Snorkel pen, when not being 
filled, resernbles its immediate pred- 
ecessors in the Sheaffer line. But 
it has a small extensible tube that 
pushes out from under the nib and 
sucks in ink without wetting the 
point or any part of the pen but th: 
tube itself. Only when the tube is 
extended does it look any different.) 

So that the close connection be- 
tween our advertising and point of 
sale promotions can be clearly seen, 
I'll outline first the two major ad 
campaigns now completed 


> Two-hundred and two Sunday 
newspapers and national magazines, 
with total circulation of more than 
90,000,000, were used to herald the 
new pen in the first two months afte1 
its introduction. This was supple- 
mented by two half-hour portions 
of NBC’s “Show of Shows” (October 
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SNORKEL p 


. 


yw A 


ee 





National Advertising This 


+ 


ve magazine aa 


typical of the ft 
nsertions placed ir 15 national ma 


ind 9 Sunday newspaper upplement 


4 and Decembe 


announcement 


13) 


ads 


Neat ly 


were 


the 
full-page 
and full-color. An important excep- 
tion was a double-page spread in 
the October 20 Life 

The schedule included Life, Sat- 
urday Even ng Post, Better Homes 
& Gardens, Newsweek, Nat 
Geographic, Collier’s. Time. Coro- 
net, Esquire, American. Ebon YU 


Thrilling Magazine. About 


all 


onal 


and 
190 Sun- 


day newspaper supplements were 
scheduled for November and De- 
cember. Their circulation totaled 


47,000,000 


> The spring campaign pushed the 
Snorkel pen via full-page ads in 146 
Sunday newspaper supplements in 
98 cities between March 22 and May 
10. It utilized nine national 
magazines in the March-June pe- 
Magazines included Saturday 
Post, Better Homes & 
Gardens, National Geographic, Life, 
Time, Collier’s, Successful Farming, 
Holiday and Coronet 


also 


riod. 
Evening 


All the ads in both drives featured 
large reproductions of the Snorkel 
pen. Copy stressed its no-dunk, no- 
wipe filling characteristics 

A half-hour segment CBS- 
TV’s Jackie Gleason show was the 
only TV element in our spring cam- 
paign Sheaffer’s began 
co-sponsorship of the Gleason show 
June 20 for 26 weeks.) 

Our television experience 
the “Show of Shows” 
Gleason show 


on 


(However, 


with 
and the Jackie 
convinced us of the 
great value of visual demonstration 
in selling a new kind of pen that 
worked differently from all othe 
pens. TV enabled us to show how 
the Snorkel filled without 
dunking mess. It 


pen is 


and without en- 











abled us to let the public see fo1 
itself why the pen revolu- 


tionary and why it is the first “prac- 


we call 


tical messproof fountain pen.” 


> Here’s how our point of sale pro- 
motion tied in: 

The usual newspaper ad mats, ra- 
dio commercials and TV spot com- 
mercials, all tied to the national ad 
offered to 
Salesmen were instructed to give the 


themes, were dealers 
strongest possible push to these free 
ad aids 


Each salesman left our headquar- 


ters at Fort Madison after the 
Snorkel announcement meeting 
armed with a merchandising kit in 
three sections 

e The first section contained the 
new Snorkel pen and its matching 





mechanical pencil and ballpoint 
the actual demonstra- 
tion of the Snorkel pen the salesman 
showed his 
Trans-Vision booklet which graph- 


supplement 


dealers an_ elaborate 


ically illustrated the mechanics of 
the new pen These booklets were 
distributed to dealers for counte1 
use 

e The second section contained an 


easel presentation of the national ad 


1 1 
campaign, outlining the 


newspapel 
magazine and television advertising 
e The third s 


signed to sell the 


which was de- 


ction, 
dealer on tie-in 
point-of-sale promotions contained 


a Samples of a dealer-use booklet, 


“Interesting and Important Facts 
about Sheaffer's Snorkel.” It de- 
scribed the de name 


rivation of the 
itself, its 


characteristics, 


Snorkel, the 


t 


pen working, 
and 


to those 


S mess-prool 
utilized illustrations simila1 
in the national ads 

» & 


sign 


dealer-use self-standing 5x4” 
that “Sheaffer's TM pen 
with the new ‘Snorkel.’ Ask to see it 
The sign 
pen counter use primarily. It 
be 


read 


for 
could 


promotions 


today was designed 


used for store-wide 
3. Lapel tags bearing the message 
“Ask to See the New Snorkel To- 
day ” This was for sales clerks in the 
stationery department or store-wide 
4. A book of the 21 Snorkel pen ad 
mat The well as 
the mat proofs, tied into the national 
ad themes 


proolts cover, as 


5. Transcripts of the radio commer- 
cials for dealers 

6. Glossies of Snorkel pen window 
displays 

7. Small blank-giveaways, 
with a Christmas gift pitch, for pre- 
Christmas use at pen counters. 

8. Entry blanks the 
Snorkel window display contest 
(The offered three $100 
prizes, three of $50, ten of $25, 50 of 


order 


fo1 dealer 


contest 









$10 and 150 of $5 each fon 


Snorkel window 


the pen’s introduction and Cl 


mas. ) 

9. Entry blanks for the nati 
Snorkel pen retail sales cont 
This contest was one of the most 


portant tools in 


kit 
Each 


salesman 


conducted 





displays 


our deale! 


the 
betw 


¢ 


( 


test among retail sales personne 


his territory. In 


$50 prize 


Cal h 


prizes were awarded. In each 


foul 


sales districts 


territory 


$500 prizes 


awarded to district winners. A § 


prize of $1,000 was presented 


national winne1 


Each contestant 
booklet in 


a contest 


' 
Sales 


corded all 
mary line 

as total dolla: 
cluded 


t 


(mostly 


Sales 





a 50-wo1 i 


The book] 


+ 


space lol ‘ 

nation of “The Sales Story I U 
Sell the Sheaffer Snorkel per 
“T Like to Sell Sheaffe Mercha 
because di Entries vere 
on sales and the expla t 

The contest as engine ( 
stimulate across-tne-¢ té 
motion of the new per I t 
retall sales people t dD 
acquainted with its w S 
prisingly, it was won, not by a 
aepartment store sales perso! 
by an employe of an Albuque 
N. M. stationery store 
> Window displays, natu! 
stressed the no-dunk, mess 
themes featured in the ads. A 


Trans-vision Booklet 


piece, produced b 
kee) 


t n 


re) 
“ 


view 


supplemented 
Transparent pa 


of the new per 


Advertising Re 


Milprint 


salesmen demon 





A 


A 


A total of $20,200 was award 
the 


ten $10 prizes and tet 





This promotior 


quirements 


THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


BY GIBRALTAR 


For Trade and Hotel 
Shows... Sales 
Meetings .. . Interior 


Floor Displays .. . 


i Special Product 
gs 


~{ te . ; 
e % 3 a 
oe 8 A i Promotions... 
oe Window Backgrounds 
.. - Campaign Drives 


ONLY 


$35° 


It’s dramatic...it’s durable... 
it’s precision-built of silken 
See te nm Stands 7’4” high, including 
x no nae canopy; adjustable in width 

all-purpose ! There are from 13’4” to 6’8”. Sets up 
ee Sat e oe adapt easily. Weight, including packing 
individual a. — case, only 33 pounds. Price per 

: unit less in quantities over five. 


To show and sell any product, 
any idea, any service . . . just 
fill out the coupon... 


GIBRALTAR CORRUGATED PAPER CO 

Merchandising Display Division 

8101-25 Tonnelle Ave., North Bergen, N. J 
Enclosed find check in amount of $ 
for Gibraltar ‘All-Purpose’ Dis 
play Settings at $35.00 each. (We ship by 
Railway Express unless otherwise specified 
F.O.B. North Bergen, N. J 

_] Send me the Gibraltar ‘All-Purpose’ Display 


CORRUGATED PAPER COMPANY, INC. 


Setting brochure 


NAME 
COMPANY 
ADDRESS 


8101 Tonnelle Ave., North Bergen, New Jersey 
LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. 


— ee 
————— 


January, 1954 
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TON STREE 











VACUUM FORMED 
POINT-OF-SALE DISPLAYS 


SIGNS Illuminated © Non-Illuminated 
MEDALLIONS 

PACKAGING 

PRODUCT REPLICAS 


Call NOW for a representative 


CHANAL 
PLASTICS CORP. 


361 Stagg St., Brooklyn 6, N. Y 
Glenmore 6-9777 





makers of successful “selling” 
displays for “brand names’ 


eT NAY TL ae 


HOLDS DISPLAY TO. ANY SURFACE 


Da 





Easy Way to | 


Stay on the Ball 


Dozens of readers, and advertising 


agency executives in particular, have 


written us to the effect that Advertising 


Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the 
reply card in the front of the book to 


enter your own personal subscription 


at once. 






















display demonstrating the 
messproof filling was the most elab- 
orate. Others, including carbro cards 
of the national ads, also plugged our 
national ad themes 

Most of the dealers sales aids were 
three mer- 
chandise package deals offered by 
salesmen at the time of the Snorkel 
pen’s introduction. The merchandise 
Was 


tion 


contained in separate 


selected for price, model and 
color balance 
Dealer 


spring 


promotion aids for the 
were of the 
type as offered 
Snorkel’s introductory 
outstanding 


campaign same 
during the 
period An 


Was a 


those 
addition two- 
phase light and motion display de- 
signed to illustrate graphically the 
advantages of the Snorkel pen. The 
first phase of the display showed the 
old, messy method of fountain pen 
filling. The demonstrated 
how the Snorkel pen simplifies fill- 
ing and takes the mess out of it 
These displays 
with retailers, for 


second 


made a big hit 
both window and 
Thein 
strengthened our conviction that the 
Snorkel 


when 


counter promotions success 


pen gets its strongest sell 


its operation is demonstrated 


with strong visual impact 


> Our advertising and point of sale 


promotions will continue to strive 
for the heaviest visual impact. We’re 
firm believers in 


we feel the 


strong copy, but 


Snorkel pen requires 
seeing in motion, if possible—fo1 
the heaviest sell. That was an im- 


portant reason for our decision to 
spend about $1,000,000 in TV adver- 
tising between June and December 

And if in our over-all advertising 
and promotion there are any missing 
links in the 
theme 


carry-over of our 
TV ad to 
the display on the pen counter, it 
will be unintentional. In fact, it will 
be a mistake I hope we don’t make 


from magazine or 


Because our Snorkel pen experience 


causes us to bow as deeply and 
reverently as any when the national 
ad-point of 


sale interrelationship 


gospel is preached 44 


Ad Reprint Displayed 
With 3-D and Motion ¢ 


A new twist in getting better dis- 
play value out of a magazine ad re- 
print has been produced by Robert- 
son, Buckley & Gotsch Inc., Chicago 
agency, for Sylcon mattresses. The 
display adds motion, color and a 
third dimension to a display fea- 
turing a reprint and magazine cover 

The ingenious display, offered to 
retailers by the makers of Sylcon 
mattresses, was planned to tie in 












Windblown Display M 


third dimension have been add 
é prese 
7Y tre ¢ 
national advertising with promot 


at the local level 

The basic part of tne display 
full-page Sylcon ad reprint in 
color mounted side-by-side with 
House Be 
two reprints are then fold 
center to forma “V.’ 
with Sylcon’s sl 


reprint of a cover ol 
ful. The 
in the 
connecting strip, 
gan, 1S mounted across the top 
hold the reprints in position to f 


a self-standing display 


> Four 


featuring the company name, t: 


pendant cardboard cuto 


mark, basic selling points and 
production of an award-of-m¢ 
trophy, hang from cords attached 
strip. The slight 
breeze, draft or air movement cau 


the connecting 


the dangling cards, which 
printed on both sides, to twist a1 
turn 

This “windblown” eye-catcher « 


a pedestal 
Easy 
assemble or to take apart, it can 
folded and packed into a 14!2x11 
envelope for economical distrib 
tion 44 


be placed on a counter, 


on the merchandise itself 


Gale Dorothea Olfers 
Booklet on Turntables 


Practical 
synchronization, distribution of loa 


information on mot 


batteries and other aspects of tur: 
tables is contained in a_ booklet 
“Guide To 
Gale Dorothea 
hurst, N. Y.) 


The booklet explains how to dis- 


Turntables,” issued b 


Mechanisms (Elm- 


tinguish different types of turn- 
tables, the ranges, varieties, drive 
mechanisms, capacities and opera- 


tions of the various’ turntables 
Written by Ed Burnett, Gale Dor- 
othea sales manager, the booklet is 
being offered by the company to in- 
terested admen 
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A POINT-OF-PURCHASE DISPLAY THAT DEALERS FIGHT FOR! 


You don't do a hard selling job to get 
your ADVERMATS into your out- 
lets. Dealers like them. Dealers want 
them. Dealers have even paid good 
money for them. That means long 
life for your ADVERMAT point-of- 
purchase displays right at the heaviest 
store traffic points. You get continual 
hard sell on your products where the 
sell means most, when the sell 
really counts. No waste! Every 
ADVERMAT 1s used. None ever end 
up “in the basement”! 


THE STORE 3 N FRONT OF THE 
NTRANCE CASH REGISTER: 


u cash in If ever there was a 
st growing trend 2>% minute chance to get your 
Remind — ‘ product sold at point-of- 
night be VW X'2\ purchase, it's as customer 
window and store displa fore they enter the store 
Your rubber counter ph ll customers that enter / ter. The few seconds that 
ADVERMAT doesn't tal ] your displa , f ~< money and change pass 
room. Dealers we hey can't get in without hands are the last oppor- 


want it, kee; . walking on it. Dealers j tunity to make your sale. 
ate no ; 


walks up to the cash regis- 


ike store entrance And dealers welcome rub- 


ADVERMATS. Outside LA ber ADVERMATS in 


stor lecor 


re it is decoratiy front of their cash regis- 
Inside the door it protects ters for ADVERMATS 
the floor at the very heav- protect their floors at this 
iest. trafic point. Dealers high traffic spot 

y for such rubber mats 

hey are eager for and wel- 


your ADVERMAT. 


IN FRONT OF Y 
PRODUCTS: 


advantages 
ounter mats are achieved 
ADVERMAT coin 
tains of ivory or hy mat. Give your product 
ahogany forests, you DN fr that last-minute reminder 


need the colorful attractive | where it counts the most, 
ADVERMAT to provide \ —— right at your customer's 
a tocus point in front of | J finger tips. You get your 
ur product. Sets it off product name and selling 
from your competition theme across at the last 
Attracts attention. Adds a ol instant before customers 
ality atmosphere that leave store. Dealers like 
one of the competitive coin ADVERMATS be- 
rands possess. As con- cause of their high 
mers walk across the uulity value 
floor to examine various 
brands, they see your dis- 
Vv again and again. 


FREE! We'll give you a free 


ADVERMAT sample incorporating 
your own advertising copy. No obli- 
gation. The $50 it costs us to make 


up this sample is a measure of the 
certainty we feel that you will be 
Tr ™ iar . , 

PERFO MAT & RUBBER CO., vv. pleased. For complete details write 
today for free brochure containing 
complete information on Free Offer, 
In Canada: Perfo Mat & Rubber Co., Ltd., Sherbrook, Quebec and our self-liquidating sales plan 

for you. Dept. AR-1 


g61 Fourth Avenue, New York 16, New York LExington 2-3051 
g 3 


Sole Selling Agents in the U.S.A. and Canada for Redfern Rubber Works, Ltd., Hyde Cheshire, England. 
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© it is inexpensive to produce 

@ it can be mass-produced quickly 

@ it can tie-in with other materials 

@ it provides new display dimensions 


Here’s another ingenious usage of 
vacuum forming by Merit Displays 

— an effective low cost sales tool 
for Revlon Jeweled Lipstick cases. 
All phases of fabrication were hand- 
led at Merit’s versatile plant* 


150 


SPECIAL 





JEWELS! 
JEWELS! 
ja) ay 
c 
ree 


Revlon 


we*e Po 


12 sets of lipsticks wrapped in velour 
pouches are nested into position in de- 
clivities on a vacuum formed dome, 
molded in styron, and held in position 
by a cardboard base. It’s an inviting 
showcase to consumers, a ready made 
elt-Sé }] / 


: 
ing merchandiser for retailers. 
é 


Why not put vacuum forming and 
Merit’s creative capacity to work on 
your point-of-sale aids? Write or call. 


*Merit also handles printing, silk. 
screening, mounting, finishing, die- 
cutting, fabric covering, and a very 
complete woodworking division... 


all in our own plant. 


Ia Uy Eee 


120 E. 16TH STREET, NEW ¥ORK 3, N.Y. 


GRamercy 5-2800 





Ten Criminal Photos 
Form Mosler Display 


The ten “most wanted” criminals 
in U. S. have been stopping shoppers 
on Fifth Avenue. It’s all part of a 
window display for Mosler Safe Co 
in its New York showroom. 

In cooperation with Mosler, the 
F.B.I. arranged and built the exhibit 
showing the photographs of the ten 
“most wanted” fugitives. The exhibit, 
according to Mosler, is the first of its 
kind ever prepared for a business 
firm public service window display 
The F.BI. even provided plastic 
“captured” signs to be mounted 
across the picture of any fugitives 
that might be apprehended 44 


Flo-Ball Display Program 
Helps Introduce New Pen 


National advertising of the new $2 
Flo-Ball, “King of them All,” is be- 
ing supported by spectacular tie-in 
window and store display materials 
Principal the point of the 
promotion is a 40x40” 
four-color center piece which bears 


unit in 
sale large 
a huge replica of the new pen on a 
separate plane 

Flo-Ball Pen Corp. is 
tributing smaller 


also dis- 


versions of the 


gy he) aT 
Advertising Projector 


IDEAL FOR TRADE SHOWS, SALES 
MEETINGS AND POINT OF SALE 


ONLY 


$14950 


The NEW ‘‘King-Size’’ model 
with the 4 ‘‘plus’’ features 


. 750 watt illumination 

. Direct projection 

. Square Screen 

. Shows all transparencies 
(Horizontal-Vertical-Square) 








King-Size Display .. . To tie-in w 


national advertising introducing its new A Cc 
pen Flo-Ba Pen Corp distributed t¢ 

center display plus smaller versior pro 
nit. Finse 


n-Freeman produced the d 


12x23 
per posters and metal counter m« 


center piece, four-color 
chandisers. Hand colored samples « 

the displays were used by Flo-B: é 
salesmen in and 


testing promotir 


the campaign to dealers 


An unusual feature of the lars I 
display piece is that it is a “self-shiy ‘ 
per’—made with heavy corrugate 
“wings” and a top and hidden “tu cx 
back” on the bottom which folds 
ward to complete the package. A - 
the smaller pieces are packed insid 2 
the larger unit I 

Einson-Freeman Co. (Long Isla 
City, N. Y.) designed and produc: 
the display materials q4 ' 


THE NEW SALES TOOL 
THAT REALLY SELLS ) 


Now that more ‘“‘sell’’ 

is needed to get the cl 
job done — TEL-A-STORY 

can be a valuable addition 

to your sales force. 


Here's what it does: 


Attracts Attention 
Creates Interest 
Dramatizes Your Product 
Tells Your Story 

SELLS YOUR PRODUCT 


In color or black & white, 

it will keep on doing the job — 
hour after hour, day after day, 
week after week —at a 


MINIMUM COST. 


Let us show you how to 
increase your sales. 


For illustrated booklet, 
write Dept. AR 10. 


TEL-A-STORY, INC. 


523 Main Street, Davenport. lowa 
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DOROTHY, 


program, helped a leading cosmetic firm introdu 


By Albert Plaut 
rtising & Promotii 


; Prep 1t70mNs 


The Wedgwood story began some 
onths ago when the Dorothy Gray 


. 23 
ganization, already established as 


e of the leading manutacturers 
. } } : 
prestige cosmetics decided to 

rengthen its position in the fra- 


ance held 


Dorothy Gray skin c1 
ms have bee n accepted by 


imers and the 





e business. In developing the series 


ir first step was to 


agrance. We 


™ ' 
went to Tombarel, the 


] ] 
ationally-known supplier of raw 
sences tor many o! the worlds 
p Iragrance I! ises nd presented 


Classic Simplicity pirat 


ul problem Through extensive re- 
search, Tombarel in France decided 
ipon a light, delicate scent that would 
have the broadest appeal on the mar- 
ket. Their experimental division was 
put to work on the job and several 
weeks later came up with two sam- 

ples of the light fragrance 
Tests were run with perfume sales- 
women, not connected with Dorothy 
Gray, in major department and drug 
The new 


top-selling competitive 


stores two samples, two 
standards 
and one highly popular Dorothy Gray 
tested The 

that in 10 out of 11 
these experienced girls had 


The problem 
We had the 


1 
were results 


reguilal 
showed cases 
choser 


1 
ne ot the new scents 


was solved tor us scent 


Tith the problem of the fragrance 
1 the 


packaging. As director of advertising 


behind us, next step 


Was tne 








romotion 


new line. 


: 
and promotion, it became my task to 


come up with a new and distinctive 
package design for the fragrance. It 
was at this phase of the thinking that 
the actual Wedgwood idea was con- 
ceived. While checking back through 
our package file, I came 

that Dorothy Gray had 
ised during the 1922-24 period. An 


+ 


aimost 


across a 


} 
automatic coior 


association 
of blue and white followed, which 


brought to mind the 


h famous design 
of the House of Wedgwood 
f an authentic 


The possibilities ( 
Gray-Wedgwood 


Dorothy promo- 
onal tie-in began to emerge. I con- 


tacted Mr. and Mrs. Honsleigh Wedg- 
wood of the Wedgwood Company of 





‘rica. An agreement was reached 
to work closely with Wedgwood at 


imes and consult with them on 


packaging 
With the tie-in 
pleted, were 


7. } ) } y 7 
approached. I decided on the Wedg- 


S 


arrangements com- 


production 


problems 
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Fashion Tie-ins Dorothy Gray ar 

ranged with department stores to feature 

fashions that tied-in with the Wedqwood 
ve color of the new packages. Above 


one of the tie-in windows of Bullock's in 





Los Angeles. Left one of the windows in 
which Cleveland's Higbee Co. store fea 
tured the Wedaqwood blue in fashions and 


wood Urn as the 
package 


design for the 


> It is common knowledge in the 
fragrance industry that it is diffi- 
cult to successfully merchandise an 
opaque bottle. However, to retain the 
full Wedgwood flavor it was neces- 
sary to use an opaque. In order to 
simulate the Wedgwood Urn, it was 
discovered that the addition of arms 
to a bottle that had been standard in 
the Dorothy Gray line for over 15 
vears gave the desired effect and cut 
out the sometimes excessive cost of 
new molds 

Now we had an opaque bottle with 
the necessary arms that resembled 
the Wedgwood urn. However, an in- 
tegral part of the pattern was miss- 
ing. The package did not feel like the 
real jasperware. Since real jasper- 
ware was naturally out of the ques- 
tion, the problem of approximating 
the surface texture and feel of 
jasperware was turned over to 
Caragraphic, experts in the field of 
ceramics and glass packaging. An- 


80 








thony Valonis of that company de- 
veloped a new “firing” process that 
proved to be perfect for Dorothy 
Gray’s needs. The result was an or- 


ganic finish based on an oil free 
unpolynarized plastic which solved 
the problem 


> Seeking to carry the Dorothy 
Gray-Wedgwood identification even 
further, we overcame the problem of 
package design by the utilization of 
the famous “Dancing Hours” design 
which was created for Wedgwood by 
Flaxman in the 18th century. De- 
spite the fact that the design was 
over 200 years old, it would be diffi- 
cult to find another that would even 
approximate the feeling of serene 
feminine charm and motion it con- 
veys. Flaxson’s “Dancing Hours,” 
much like Keat’s “Ode to a Grecian 
Urn,” illustrates the true agelessness 
of youth and grace which made it 
the natural design for the Wedgwood 
package. 

The addition of authentic Wedg- 
wood cameos, made available by the 





Wedgwood Company for the D« 
thy Gray perfume, completed 

product with one big exception 

color. Since there are 42 shades 
blue in the real jasperware line 

problem of selection was a big « 
A thorough check was made of fa 
ion stylists, fashion stores, manuf 
turers of ready-to-wear, and it \ 
discovered that a pale blue was t 
featured by practically every ma 
line in the Spring. The fashion 

ordinators were contacted and 
their help a selection was made ¢ 
color now known the country ove1 


“Wedgwood Blue.” 


> As the campaign began to unf 
the optimism of both organizati 
increased as relatively few ma 
problems were encountered \ 
faced with the d 
what subsidix 
products to use in filling our We 

wood line. It was decided to kee pt 
number of items at a bare minimu 


were, however, 


cision of exa tly 


to insure department stores agai 
the overloading of stocks and to pr 
vide ourselves with the opportur 
of expanding our promotion if 1 
introduction proved successful. T 
items decided on were a pertu 
packaged at $10 with the authent 
Wedgwood tw 
Wedgwood cologne at $2, a for 
ounce cologne at $3, a Wedgw 
dusting powder at $2.50 and a pu 
stick cologne at $1.50 

Dorothy Gray 
given specialized training courses 


the presentation ol Wedgwood mer 


cameo a 0O-OuUI 


saleswomen we 


chandise and the big promotic 


push was on. But this push involve 





Interior Display . . . Cut-out figures of the 


ancina Hours’ desian were the attentior 


getters in this cosmetic counter display in the 
Emporium department store in San Francis 
The Emporium was one of the many store 


which joined the over-all promotion 
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SERIBS-INSCENT 


/ 


u 
= tricK mercna gy! v 
ir aq especia ( ( ( S 
1 Wedgwood t le ho! 
> The Dorothy G sales ‘ - 
ul vy swung into act , a 
rdinated prog u n t 
ve ‘ 4 sul t ‘ It \ is ac t ] t «< bide 
S the ( p ! } 1¢ I e( {) 
ne! ZINnk Ci smetics is a tasnik Ces- 
tio! ry, not a fashion leader. There 
lve ere no plans tne ae I 
ady -to-weal! espe { the 
Wedgwood Lime Instead we - 
vached the stores th the s ges- 
ym that they re-name the s} 
ues already purchased or intend 
be purchased “Wedgwood Blu 
We then went to Vogue r 
: nd told our story. Vogue provide 
litorial coverage in their April issue 
d re-ran the Wedgwood blue cove 
May The lasnion < Pi 1 - 
S na w ( \ aisp ( ect < 
ere contacted a tr tne n- 
lu ble ald oO Dp ) oto < os 
med. Marshall Field & ¢ Chi- 
go, I t ired COS etic tie- 
rneda ove snow ViIndows n State 
t. to our promotion, combini this 
ith displays on their main floo1 
With the help of Vee Rafdal 
AMC, we presented Wedgwood to 
he fashion coordinators of her grou 


of the 


force. The Higbee Depart 


ntior . . + 1} 
Store in Cleveland afforded 
n the N41 
Wedgwood promotion tie-ins 
cisc : 


nany featured items in the 
store re ‘ ‘ : 
They turned 12 show windows 


Oo Wedgewood and tied Wedg 


nents January, 1954 


nd the AMC joined the prom 


ment 
the 
with 


+ 


SLOre 


ovel 


Wor d 


£? 
A “thy (sy 


To 


LU 


Presents ~ 


LZ Uy 
Vit WY 


ly 
AYU UY 


.. Beauty 
set to 


Fragrance 


€ 
pe I iwar¢ cnul- 
ind tas! I On t 
eated disp < n their 
na on tne as! oO 
S I Clevelar vere ex- 


LOMA 
PLASTICS 
USES 


@ “they save us money — 


@ th 


Tay lor 


and 14 displays on their main floor 


‘eptional In New York Lord & 


provided five full windows 


They even sprayed the fragrance on 


Fifth ave. through their air condi- 
tioning system 

Drug stores as well as department 
stores did a fine job in presenting 


Wedgwood for Dorothy Gray witn 


no aids but a counter 


> Fashion and beauty editors were 
contacted. Over 2,000 editorial items 
amounting to over 400,000 lines ap- 
peared. Trade journals also ran 
material 

The 11 major Dorothy Gray mar- 
kets throughout the country were 
reached with 1000-line newspape1 
ads. There were cooperative ads, in 
many cases two coio! in full, half 
arter-page units, wv hich were 


ised Dy practically every one ol! our 


a ) > 
F\ the future, there will be di- 
versified promotional tie-ins. For 
Christmas, there will be combina- 
ns tw I re Wedgwood items 


In a pacKage tnat will snow them on 





mteocs 
« Valilant a Gat aa- 
134 f 
mn ol new ite s. There will be ar 
arged advertising program. Co- 
erat avertising w be D ada- 
s eda to 4 ALAC « ici = ¢ I A De 
¢ ¢ 
a 4 ics 









ey help us strengthen 


product identification — 


& @ and they've solved our 


ur b 





problems of labeling plastics!” 


isiness can La profitably 


use these labe . Loma P| lasties 
st one of hundreds of 

-awake firms who are making 

with Avery Kum-Kleen Labels. 


Here's how: 1. Fast Dispensing with Avery's patented 


dispensers feeds a 





ready tor instant, clean 


2. Easy Application with the tou 


No moistening, soaking or he: 


t lal oa 


le-cut labels off rolier tape, 


labeling. 
h of a a finge r! 
Y ’ 


ing! No sticky mess! 


Loma labels directly from dis enser to product. 





Save time, s 





are often 
With Avery ¢ 

faster tt 
« 1 ry € 


3. Cut Costs with 


Avery Kum-Kleen Labels. 


teps and money. Savings 





90°% of ordinary methods. 
le : Where can YOU 
i use these labels 
' in YOUR business? 
! 
! 


AVERY re LABEL — DIV. 113 


Ave 


Mo 


$l 








Wedgwood, a new tie-in, genuinely 
conceived, an intelligent approach to 
a new fragrance, a classically simple 
package, old but breathtakingly new, 
plus hard-hitting store promotion 
and limited advertising all adding up 
to solid, well-balanced promotion. 
44 


Firm's Varied Services 
Described in Brochure 


Examples of packaging and label 
design, car cards, posters and win- 
dow display cards, plus a description 
of the company’s facilities, are con- 
tained in a booklet published by 
United States Printing & Lithograph 
Co. (Cincinnati). 

Listed in the booklet are the fol- 
lowing services: letterpress, offset 
and gravure printing; offset plate- 
making; carton fabrication; bronz- 
ing; varnishing; embossing, and die- 
cutting, plus a creative and art de- 
sign department. The principal prod- 
ucts of U. S. Printing are listed 
under each of its six plants. They 
include: labels, wrappers, folding 
cartons, display containers, displays 
posters, booklets and calendars 

Photographs, illustrating the vari- 
ous phases of production and ex- 


amples of the company’s products, 
are included in the booklet 
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Uses of Glassine Paper 
Discussed in Brochure 


Glassine and Greaseproof, “wonder 
papers of protective packaging,” are 
discussed in a brochure that covers 
the processing and the many varied 
uses of the papers. The brochure was 
published by the Glassine and 
Greaseproof Assn. 
(New York) 

Headings such as “What are Glass- 
ine and Greaseproof?”, “How 
Made?”, “And Now You can Have 


Manufacturers 


Wet Strength” cover the special 
properties of the papers. A chart 


that lists the principal applications 
of the papers and includes moisture 
and grease control resistance listings, 
is included in the booklet. 

Line drawings illustrate each of 
the processes and points in the book- 
let 


The Fourth Dimension 

Pretty soon you will be able to 
watch Marilyn and Jane in 3-D with- 
out being distracted by the rattling 
of popcorn bags. 

Milprint Inc. (Milwaukee) has just 
designed a noiseless popcorn bag 
called the ‘‘Hush-a-bag.'’ Supurdis- 
play Inc. (Milwaukee) is distributing 
it to movie theater operators. The 
new bag is made of non-crackling, 
grease-resistant transparent polyethy- 
lene printed in bright yellow and 
brown 

Now if someone would just come 
up with a way to stop those munch 
crunch, slurp-chomp sounds 


Durethene Offers 
Unique Computer 


A calculator that computes the 
number of pounds of polyethylene 
film required to make 1,000 bags 
from any given width and gauge of 
plain or suggested tubing is a unique 
tool being offered by Durethene 
Corp. (Chicago) 

The bag weight calculator is being 
offered in conjunction with a new 
booklet, “A Complete Study of Pre- 
packaging in Polyethylene Bags,” 
recently issued by the company 

A special feature of the calculator 
is that one side of the tool contains 
a scale for tubular film and the re- 
verse side computes the poundage 
required for flat film. The new tool 
works on the same general prin- 
ciple as a slide rule. It was produced 
for Durethene by Perrygraf Corp 
(Maywood, II.) 








Sun Tan Girl General Electric s 
Division (Cleveland) has come up 
something new in light bulb packag 
decorating the carton with a pretty 


promote its suniamp, Gt adopted a 


adorned on three sides by or rep 
tions of its “Sun T e new 
age is smaller than the old 


was designed with a top wh 
usted tor display purpose: nowr 


with ao aiant version of t 





Hinde & Dauch Develop 
New “Never Leak” Box 


A new “Never Leak” box for pa 


aging meats and other extrer 
moist products has been devel 
by Hinde & Dauch Paper Co. (S 
dusky, O.). The new container 


constructed to hold liquids tor wee 


W ith ut seepage 


The box is of one-piece. die- 
corrugated construction and car 
supplied with the inside glassi1 
laminated, covered with a sper 
coating, or a combination of bot 
Self-locking ends allow eas 
sembly without the use of ta} 
stitches or glue, and form a conve 
ient handle 44 


Metal Edge Packages 
Described in Folder 


Eight examples of metal stay fib 
boxes, processing methods, planni 
and creation of metal stay packag« 
are described in a brochure, “Bett: 
Packaging—The Metal Edge Met! 
od.” The folder, issued by Nation: 
Metal Edge Box Co. (Philadelphia 
is illustrated with photos of the e» 
amples and drawings of the variou 
manufacturing processes. The ex 
amples include packages for jellie 
a power drill, screwdrivers. h 


clamps and safety goggles 
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The most factor in the 


iccess ol 


important 
meetings is usually the 


There 


any details requiring attention that 


ivance planning are so 


1e success or ftallure of any meeting 


n often hinge on some one seem- 
gly minor point 

To help tnose who must plan 
eetings, Florez, Inc., Detroit, au- 


Visual alds specialists, n 


. . * 
iced a meeting leader’s han 








e foreword of the hand 
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erence 1 it Ww ] Insure meetings 
it run with the well-oiled preci- 
n of true showmanshiy 

Florez has given AR permission t 
print some of the checklists fre 

e handbook. The following te- 
i represents only a portion ot U 
ptul information in. tne Tact- 


cked booklet. Other useful mate- 


} } } 
in the Florez manual includes 
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m threading Glagrams tor popula 
ovo! picture projectors, seating 
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r checklist I 
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to see tnat 
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who plays any part 


O anyone 

ranging audience meetings of any 
ty pe Copies of the booklet are avail- 
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company without 
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MECKLST 


The success of meetings frequently depends upon the carefulness of advance 


: planning. This checklist will help prevent overlooking important factors. 
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room light circuits separate 


one used for the projector? 
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platform, pod um, lectern. or speak- 
er’s table? 

e@ Is there a table for props? 
e Is there a stand, table, or 


rigid support for projector? 


M Blackboard presentations 
before the meet ng 


If blackboard is portable stabilize 
it. Slant backward to increase writ- 
ing stability 

Turn on all lights to be 
Check board for 


angles of room 


used 
glare from all 


sketches, leg- 


Outline drawings, 
ends, etc. lightly in pencil. Do this 
particularly if you cannot do a good 
free-hand drawing job 

Be sure plenty of chalk and clean 
erasers are available 

Wash board shortly before m 
ing 

If you are starting meeting 
something already on board 
it covered 

Reminders 
board 
e Use more than one color 


Colors help 


group 

points, and add interest 

@ When wr 

boldly Mal c 

enough for all to read 

e Be brief. Stick 

ph rases 

rt Write nm sequences 

avoid confusion 

e Wr te major points on one s de of 
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eed en 
ae 7 
ane 

eee 


M Prepared chart presentations 


e e na e 
Place chart at 
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Arrang 

person Cz 
Make su 


accounted fo1 ) n right 


pages are 
sequence 


Place en { > will ade- 


Wil 


other 


quately illuminate chart pages with- 
out reflecting 
audience 


glare into eyes of 
(Low “footlighting” 


erally works best.) 


gven- 


Keep first chart page covered un- 
til ready to start 

Reminders on using charts 
@ Read each chart page all the way 
through before discussing individual 
points 


e Use your hands for motion point 


to copy you are d SCUSSING 
@® Know what’s on page 
Before turning to w 
smooth. verbal transition 

* Turn pages W th smooth, 

ng motion 

e Stand at side 

block view 

® Glance only 

keep eyes on 
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M Overhead projection prese 
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EXECUTIVE roll-around 
WHITEBOARD EASEL 


ORAVISUAL CO. Inc. 


PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-Z FRISKET 


Given up on prepared frisket products? 
Here's one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
t on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching. Still skeptical? 

Prepared t il uu light — write for free sample. 


Relcnren : he tad No. 133—24” x 5 yds. $4.00 rol! 
ene ( No. 134—24” x 20 yds. 12.00 roll 


Sane Gisela ae dak aes aun leett TOMKINS TELEPAD 


ee é : \ Leading agencies and 
red and handy cance, { sure o} proper operation - —— studios use the Tom- 
’ 1 ’ 1 ' a a kins Telepads to make 
It's important that Reminders on showing slides = 1 neat, orderly, TV 
4 Sen ; 7 -] mduro + flows “storyboards.” Each 

> Y ? > hiv , . nr? y I ‘ ntat ? 
Yo t introduce fil ; Introduce pres : pad contains fifty sheets 
tudience ‘ Ae of fine white visualizers 
—_ : 2 . ; paper. Each sheet is 
@ This sequence be followe pr before starting comment: . divided into 12 perfor- 
. . 4 . 1 J : ated sections that have 
ectionists in showing fiin e First, read all copy audience ca preprinted areas for 
Turn on projector, star ' read, then discuss video and audio conti- 
a nuity. A real time saver! 

sound. e If 


$3.50 each $38.50 Doz 


| - ] 
d interest @ Allow « tin 


DOSS ble. Ss ikK Trom a pos 


nn 9 : 
Turn down house light where you can see scree? 


? } } I } ’ x ‘ " 
3 Immediately check a idjust e If speaking from lighted podiun FREE: “BROWN INK," published 
‘ = . a. : ‘ monthly, keeps you up-to-date on 
ound level and focus mask light from audience the newest ideas for artists 
> ’ Write on your letterhead. 
4. Remain at projector at all times e If using pointer, an l 
n case of failure, and to keep check- 


ing focus and sound level 


ght 


pointer is preferable; avoid masking ARTHUR BROWN & BRO 


screen when using a wooden pointer. 2 WEST 46th STREET NEW YORK 


etectric 


ai January, 1954 











M Opaque projection presenta- 
tions .. . before the meeting 


CO The screen 

@e Above heads and in entire vieu 
of audience 

® Top screen adjusted on tr pod exr- 
tension arm at angle to el minate 
“keystone” effect 


Electric 


current 


° AC or DC as projector specifies 
@ Converter available if necessary 
e Extensi oO cord é 
The oject 
eH } mee 
e | é 
e FE 
@ () 
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e@ Be é 
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Low Budget Client 


STOP-MOTION . .. . SCENE-ACTION apna i 
cS “LIP-SYNC” 


SEND US YOUR STORY-BOARDS FOR “QUOTES” 


ea ete 


ee 


Sales wT LA 





86 


Reminders for presentation 
e Avoid unnecessary motion in dis- 
play of objects or visuals 
e Select objects that are relatively 
flat and easily handled—avoid bulky 
objects 
@ Be sure objects used in presenta- 
tion will withstand heat of projec- 
tion. Do not use materials made of 
waxes or pastes because of low melt- 
ng pornt 
e Mount printed visuals on 


paper stock to prevent 


l ght 


‘ . 99 
curtiing 





M Easel pad presentations 


1708 W. WASHINGTON 
CHICAGO 12° ILLINOIS 





®@ Get 


questions to complete a thought 


audience into the act 


detail a drawing. Get opinions « 
second or third man before com) 
ing chart material. Interest 
learning through repetition incre 


rap dly with this technique 


Singer Develops New 
IV Screen Projector 


Television projection on a 
with enough light intensity to | 

movie size video reception to hor 
auditoriums and schools, whilk 

a new idea, may gather new acc¢ 
ance from the success of the “Pr 
matic Projector” developed by Sir 


Television Mfg. Co. (San Gat 
Cal ) 


The Singer system wi how 
the National Audio-\ 
Convention in Chicago. The 

basically an offshoot « 
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of a few seconds be tween eac! 
automatically shutting off wher 

series 1S completed A push of tl 
starter button re-actuates the con | 


} 
piete cycle 


The semi-automatic model diffe 
from the automatic onl) n that tl 
actuating button must be pre 
lor eacn cnange or scene 

The stereomatic views are pat 
aged in wooden Carrying Cases Ad 
ditional information is available 


from Burke & James 
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Preferred Sources for Services and Supplie 


e Advertisements m this section limited to three inches 


Hand Lettering 


Leaubjily Dasigned 


HAND LETTERING 


eo IN MINUTES ./AT PENNIES PER WORD 


@ Hundreds of combinations and Co — 
complete words 

Pp ted or, sharp, black UOLTAK| 
on clear 


acetate with adhesive bock 


For FREE somple ond brochure; Ask 
your art supply decler or write 


131 West 45th St., Dept. B—New York, 36, N.Y 


Mailing Lists 


Add My Name 
to your mailing list 
| Want News Releases 
JOHN H. D. BLANKE 


P.O. Box 142 Barrington, III 


Technical Writer for Publications Since 1927 


When you Remember 


need WM. F. RUPERT 
RECENT Compiler of NATIONAL 


BIRTH LISTS EXCLUSIVELY 
BIRTH 


for over 55 years 


LISTS 90 Fifth Ave., New York 


OR 5-3523 


Typographers 


1 COD Foreign Language Division |o 

: Typesetting in English 
and over 600 

Languages and Dialects 


WE DON’T DO 


ING TYPO 


330 v.42 &ST., 
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en nanan ene EEDETEDeDepereny 
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| any other kind 


Our pamphlet of before-and-after 

ads will speak for you in terms your 
JAY P 

prospect understands — yours free 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 @ MOhawk 4-6134 


Photo Enlargements 


GIANT ENLARGEMENTS 


for exhibits, homes, offices and displays 


SPOT-LITE STUDIOS 


455 West 45th Street, New York 36 


Circle 5-9085 


FOR DAY,OR 
NIGHT Set, 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e cuTs 


@ Quality @ STEREOS 
@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
co., INC. 


Representative Wanted 


perct * epresent 


Write Box 4, Advertising Requirements, 


Color Prints 


BRILLIANT/ > ACCURATE/ LOW IN COST/ 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 


‘Duaphie re Ta Ger 


Pane 


Designer Wanted 


DESIGNER having knowledge of plastic form 
ng niection molding silk screen art 
metal and electrical work for design of 
ndoor and outdoor Point-of-Scie materia 
for large national producer. Excellent salary 
and opportunity 

Write Box 3, Advertising Requirements, 

200 E. Illinois St., Chicago 11 


Photo-Reporting 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Nationwide organization of 500 capable 

Photo-Reporters provides effective way to ob 

tain on-location photos, reports and releases 

for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTQ-REPORTING SERVICE 
38 Park Place, Newark 2, N. J 


Stock Art 


SIMPLE FAST ECONOMICA 


PRINTERS 
ARTISTS 
PUBLISHERS 
DRAFTSMEN 


15 PAGE C ; 
BOOKLET : \ 


Send check or money order NOW | \ 
EVES AA Pvt 


MUSKHEGON-HEIGHTS-*MICHIGAN 


Art & Photography 
One 8 x 10" Strechtype” Free or 
$5 Credit—and save time and money! 
Send us your ad, art or photo to be cx 
photographically by our new, amazing 
STRECHTYPE* pr $ ,anew pro 
portion. No resetting of ty edraw 


ye OF 
the art work no waiting for both. Y 


b 


riginal copy may be as large as 12x 16 

For example we can STRECHTYPE® 

a complete ad with art work from 242 x9 
»1%x9" or 2% "or any other proy 

tional change of size you need 


This oe to FOUR COLOR WORK also 
FREE Cir r TRY IT We guarar 
*TRADE MARR PATENT WN 


Fred H. Bartz 
= 


t Kinzie 


Letter Shops 


ust ask 
for Marie” 


Fer quick pick-up of your copy, a | 
curate work, and prompt ienliieg, 
We specialize in the following: 


ADDRESSING 
* Multigraphing ™* Addressograph 
* Mimeographing * Planographing 


The Letter Shop, Inc. 


431 S. Dearborn St. * Chicago, Ill. 
Phone WAbash 2-8655 


Suppliers are invited 
to keep the editors of Adver- 
tising Requirements advised 
at all times of new develop- 
ments, new products. new 
processes, and new ideas of all 
kinds which might be of inter- 
est and value to our readers. 
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lisplays (Page 34) material to be typed on stencils. (Page Sf 
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Questions on Printing 
pocket-size booklet answering ques- r 
about screen process printing 
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1954 De-Calendar 

Palm, Fechteler’s 1954 decal calen- 
including a handy decimal! table. 
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full-color brochure showing exam- COMPANY 
les of illuminated, animated and 3-D 


astic displays. (Page 36) 
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GOA Sign Source for Sound Selling 


. variety of ideas for signs offered in 
plastic-bound booklet. (Page 36) 
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Graforel Cut-Out Letters 


. . details and samples of display letters 
mported from France. (Page 36) 























* Note inquiries for items listed 
not serviced beyond Apr. 15, 1954. 
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Ad Man Eit 

. . handy kit consisting of stock offset 
color blanks, samples of completed jobs, 
order forms and “Art” booklet to be used 
n conjunction with O’King’s economical 
color printing service. (Page 46) 


111/Circle on Readers’ Service card 
Offset Lithographic Ideas by RCS 
. idea kit of house organ samples. 
(Page 47) 
112/Circle on Readers’ Service card 
Why Photogelatin Printing? 
. . illustrated folder giving details on 
photogelatin printing and showing a va- 


riety of national advertising materials pro- 
duced by the process. (Page 48) 
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* Send for these helpful selling tools 
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FSH Anniversary Catalog Advertising Badges 
Fritz S. Hofheimer offer 


rs catalog of . samples and details of convention 
(Page 56) badges with advertising space. (Page 68) 


je a . ra’ Service card Cire ‘ _ ° F 
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Sea Foam Bond 


8. . sample booklet shows line of ; 
direct mail lists. Foam lightweight bond papers. (Page 
122/Circle on Readers’ Service card 
How to Get Your Mail Out 

es f metered mail liscussed in Trouble Shooting for Printers 
16-page | let. (Page 56 


, . @ collection of helpful “tricks of the 
123/Circle on Readers’ Service 


trade” in producing printed materials. 
(Page 71) 
Electrographic Corp. 
a colorful illustrated } 
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Sample Test Kit 
. test kit of papers for direct copy 
chines offered by Gilbert Paper Co 
(Page 


127/Circle on Readers’ Service card 


132/Circle on Readers’ Service card 


Idea Book 


. attractive booklet shows uses 
gummed paper labels. (Page 3 





128/Circle on Readers’ 
Guide to Turntables 
practical information on motion, syn- 
chonization and other aspects of turn- 
tables in 20-page booklet. (Page 76) 


Service card 
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How to Prepare Copy for Offset 


133/Circle on Readers’ Service card 





Lithogra 
gtrapy ee Durethene Polyethylene Bag Weight 
one . (Page 64) Calculator 
ia a 129/Circle on Readers’ Service card ... handy tool that computes 
/Circle on R ers’ Service card ights. (Page 
125 cle on Read x . Curtis Papers for Fine Printing weights ? 
“Little” Sh ; ; 4 
The Biggest Li »dh how on Earth - samples of high grade printing pa- 134/Circle on Readers’ Service card 
.. . details on Bill Brinley’s five ring pers compiled in attractive portfolio. 
min re 1s Page 66) (Page 72) Better Packaging. The Metal Edge Method 


. examples of metal stay fibre box 
described in brochure (Page 


ee eT Tt en eee ae ee ery oe 133 /Circle on Readers’ Service card 
. Stereomatic Viewer 
No : . . - details on table-top stereo viewe 


available from Burke & James Inc 
(Page 8! 


Postage 


Will be Paid 
by 
Addressee 


Postage Stamp 


Necessary 


If Mailed im the 
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United States 


Singer Prizomatic Projection 


. details on TV projector available 
from Singer TV Mfg. Co. (Page & 
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First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicago, Ill. The B Warde Booklet 
aa . one of the year’s finest works of the 
i me graphic arts commemorates the U. S& 
Readers’ Service Dept. ‘REET visit of noted typographer Beatrice Warde 
a Pages were designed by several leading 
ADVERTISING REQUIREMENTS typographic designers. (Page 4 
200 East Illinois St., RE 138 /Circle on Readers’ Service card 
Chicago 11, Ill. | coe lntertype Century Schoolbook 
cneammewe . 24-page specimen book —_— uses 
f new Century faces. (Page 41) 
Mera ” J 
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not serviced beyond Apr. 15, 1954. 


A Look Inside a Nationwide Organization 
. .. the facilities of U.S. Printing & Litho 
graph Co. described in attractive booklet 
which also shows outstanding examples 
of packaging and label design. (Page 82 


140/Circle on Readers’ Service card 


The Wonder Paper for Protective 
Packaging 

. informative booklet on processing 
and many uses of greaseproof and glass- 
ine papers. (Page 82) 
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Chicago's largest fine photoengraving plant... 


JAHN & OLLIER ENGRAVING 


S17 Wes Wash Mi Pn é 
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new slant on 


Let's face it—getting up in the morning is a grim 
prospect. Therefore, the kind of display which fea- 
tured a diaphanously-nightied maiden saying brightly 
“Now I get up to music!” made sense for the clock- 
radio makers. But just because it was so logical, its 
sales appeal was soon worn threadbare by just about 


everyone in the field 


Admiral, realizing the need for a 
new sales slant, asked INLAND for 
an idea. INLAND came up with 
another bit of logic: it took the so- 
ber fact that almost as many people 
have trouble getting to sleep as have 
a getting-up complex, and dressed 
it in eye-arresting color and ingen- 


ious design 


Music is still featured—both the 
kind provided by the Admiral clock- 
radio, and the tuneful “Concerto 
for Cash Register” which dealers 
are enjoying since these new dis- 


plays hegan to go up. 


INLAND speciolizes in the new slant 
for new sales. That is, we think, one of 
the reasons why so many famous names 
keep showing up on INLAND p-o-p 
Displays. Our unsurpassed production 
quality is Reason No. 2 


Call us in on your problem—you'll like 
the way we think! 


INLAND LITHOGRAPH COMPANY 


328 So. Jefferson St., Chicago 6 * RAndolph 6-3256 
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© it is inexpensive to produce 

@ it can be mass-produced quickly 

@ it can tie-in with other materials 

@ it provides new display dimensions 


Here’s another ingenious usage of 
vacuum forming by Merit Displays 
— an effective low cost sales tool 
for Revlon Jeweled Lipstick cases. 
All phases of fabrication were hand- 
led at Merit’s versatile plant* 


speciat 150 
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JEWELS! 
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12 sets of lipsticks wrapped in velour 
pouches are nested into position in de- 
clivities on a vacuum formed dome, 
molded in styron, and held in position 
by a cardboard base. It’s an inviting 
showcase to consumers, a ready made 
self-selling merchandiser for retailers. 


Why not put vacuum forming and 
Merit’s creative capacity to work on 
your point-of-sale aids? Write or call. 


*Merit also handles printing, silk. 
screening, mounting, finishing, die- 
cutting, fabric covering, and a very 
complete woodworking division . . . 
all in our own plant . 
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120 E. 16TH STREET, NEW YORK 3, N. Y. 
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Ten Criminal Photos 
Form Mosler Display 


The ten “most wanted” criminals 
in U. S. have been stopping shoppers 
on Fifth Avenue. It’s all part of a 
window display for Mosler Safe Co. 
in its New York showroom. 

In cooperation with Mosler, the 
F.B.I. arranged and built the exhibit 
showing the photographs of the ten 
“most wanted” fugitives. The exhibit, 
according to Mosler, is the first of its 
kind ever prepared for a business 
firm public service window display. 
The F.BI. even provided plastic 
“captured” signs to be mounted 
across the picture of any fugitives 
that might be apprehended. 44 


Flo-Ball Display Program 
Helps Introduce New Pen 


National advertising of the new $2 
Flo-Ball, “King of them All,” is be- 
ing supported by spectacular tie-in 
window and store display materials. 
Principal unit in the point of the 
sale promotion is a large 40x40” 
four-color center piece which bears 
a huge replica of the new pen on a 
separate plane. 

Flo-Ball Pen Corp. is also dis- 
tributing smaller versions of the 


TEL-A-STORY Automatic 
Advertising Projector 


IDEAL FOR TRADE SHOWS, SALES 
MEETINGS AND POINT OF SALE 


The NEW ‘'King-Size’’ model 
with the 4 ‘‘plus’’ features 


. 750 watt illumination 

. Direct projection 

. Square Screen 

. Shows all transparencies 
(Horizontal-Veriical-Square) 


King-Size Display .. . To tie-in with 
national advertising introducing its new $2 
pen, Flo-Ball Pen Corp. distributed this huge 
center display plus smaller version of the 
unit. Einson-Freeman produced the displays. 


center piece, four-color 12x23” pa- 
per posters and metal counter mer- 
chandisers. Hand colored samples of 
the displays were used by Flo-Ball 
salesmen in testing and promoting 
the campaign to dealers. 

An unusual feature of the large 
display piece is that it is a “self-ship- 
per’—made with heavy corrugated 
“wings” and a top and hidden “turn 
back” on the bottom which folds in- 
ward to complete the package. All 
the smaller pieces are packed inside 
the larger unit. 

Einson-Freeman Co. (Long Island 
City, N. Y.) designed and produced 
the display materials. 44 


THE NEW SALES TOOL 
THAT REALLY SELLS 


Now that more “‘sell’’ 

is needed to get the 

job done — TEL-A-STORY 
can be a valuable addition 
to your sales force. 


Here’s what it does: 


Attracts Attention 
Creates Interest 
Dramatizes Your Product 
Tells Your Story 

SELLS YOUR PRODUCT 


In color or black & white, 

it will keep on doing the job — 
hour after hour, day after day, 
week after week —at a 
MINIMUM COST. 


Let us show you how to 
increase your sales. 


For illustrated booklet, 
write Dept. AR 10. 


TEL-A-STORY, INC. 


See um Sieh eka le ek) 
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A classically simple package, plus a hard-hittin 


program, helped a leading cosmetic firm introdu 


By Albert Plaut 
Director of Advertising & Promotion 
Dorothy Gray Preparations 


The Wedgwood story began some 
months ago when the Dorothy Gray 
organization, already established as 
one of the leading manufacturers 
of “prestige cosmetics,’ decided to 
strengthen its position in the fra- 
grance field. 

Dorothy Gray skin creams and lo- 
tions have been accepted by the con- 
sumers and the company was certain 
that it could reach the same position 
of eminence in the fragrance end of 
the business. In developing the series, 
our first step was to find the right 
fragrance. We went to Tombarel, the 
nationally-known supplier of raw 
essences for many of the world’s 
top fragrance houses and presented 


our problem. Through extensive re- 
search, Tombarel in France decided 
upon a light, delicate scent that would 
have the broadest appeal on the mar- 
ket. Their experimental division was 
put to work on the job and several 
weeks later came up with two sam- 
ples of the light fragrance. 

Tests were run with perfume sales- 
women, not connected with Dorothy 
Gray, in major department and drug 
stores. The two new samples, two 
top-selling competitive standards 
and one highly popular Dorothy Gray 
regular were tested. The results 
showed that in 10 out of 11 cases 
these experienced girls had chosen 
one of the new scents. The problem 
was solved for us. We had the scent. 


> With the problem of the fragrance 
behind us, the next step was the 
packaging. As director of advertising 


Classic Simplicity . . . Inspiration for the package design for Dorothy Gray's new cologne 
were the classically simple lines of the famous Wedgwood urn. The addition of the graceful 


Dancing Hours 
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motif carried the Dorothy Gray-Wedgwood identification further. 


a new line. 


and promotion, it became my task to 
come up with a new and distinctive 
package design for the fragrance. It 
was at this phase of the thinking that 
the actual Wedgwood idea was con- 
ceived. While checking back through 
our package file, I came across a 
cameo design that Dorothy Gray had 
used during the 1922-24 period. An 
almost automatic color association 
of blue and white followed, which 
brought to mind the famous design 
of the House of Wedgwood. 


The possibilities of an authentic 
Dorothy Gray-Wedgwood promo- 
tional tie-in began to emerge. I con- 
tacted Mr. and Mrs. Honsleigh Wedg- 
wood of the Wedgwood Company of 
America. An agreement was reached 
to work closely with Wedgwood at 
all times and consult with them on 
packaging. 

With the tie-in arrangements com- 
pleted, production problems were 
approached. I decided on the Wedg- 





Fashion Tie-ins . . . Dorothy Gray ar- 
ranged with department stores to feature 
fashions that tied-in with the Wedgwood 
blue color of the new packages. Above is 
one of the tie-in windows of Bullock's in 
Los Angeles. Left is one of the windows in 
which Cleveland's Higbee Co. store fea- 
tured the Wedgwood blue in fashions and 
the new cosmetic packages 


wood Urn as the design for the 
package. 


> It is common knowledge in the 
fragrance industry that it is diffi- 
cult to successfully merchandise an 
opaque bottle. However, to retain the 
full Wedgwood flavor it was neces- 
sary to use an opaque. In order to 
simulate the Wedgwood Urn, it was 
discovered that the addition of arms 
to a bottle that had been standard in 
the Dorothy Gray line for over 15 
years gave the desired effect and cut 
out the sometimes excessive cost of 
new molds. 

Now we had an opaque bottle with 
the necessary arms that resembled 
the Wedgwood urn. However, an in- 
tegral part of the pattern was miss- 
ing. The package did not feel like the 
real jasperware. Since real jasper- 
ware was naturally out of the ques- 
tion, the problem of approximating 
the surface texture and feel of 
jasperware was turned over to 
Caragraphic, experts in the field of 
ceramics and glass packaging. An- 
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thony Valonis of that company de- 
veloped a new “firing” process that 
proved to be perfect for Dorothy 
Gray’s needs. The result was an or- 
ganic finish based on an oil free 
unpolynarized plastic which solved 
the problem. 


> Seeking to carry the Dorothy 
Gray-Wedgwood identification even 
further, we overcame the problem of 
package design by the utilization of 
the famous “Dancing Hours” design 
which was created for Wedgwood by 
Flaxman in the 18th century. De- 
spite the fact that the design was 
over 200 years old, it would be diffi- 
cult to find another that would even 
approximate the feeling of serene 
feminine charm and motion it con- 
veys. Flaxson’s “Dancing Hours,” 
much like Keat’s “Ode to a Grecian 
Urn,” illustrates the true agelessness 
of youth and grace which made it 
the natural design for the Wedgwood 
package. 

The addition of authentic Wedg- 
wood cameos, made available by the 


Wedgwood Company for the Doro- 
thy Gray perfume, completed the 
product with one big exception—the 
color. Since there are 42 shades of 
blue in the real jasperware line, the 
problem of selection was a big one. 
A thorough check was made of fash- 
ion stylists, fashion stores, manufac- 
turers of ready-to-wear, and it was 
discovered that a pale blue was to be 
featured by practically every major 
line in the Spring. The fashion co- 
ordinators were contacted and with 
their help a selection was made of a 
color now known the country over as 
“Wedgwood Blue.” 


> As the campaign began to unfold, 
the optimism of both organizations 
increased as relatively few major 
problems were encountered. We 
were, however, faced with the de- 
cision of exactly what subsidiary 
products to use in filling our Wedg- 
wood line. It was decided to keep the 
number of items at a bare minimum 
to insure department stores against 
the overloading of stocks and to pro- 
vide ourselves with the opportunity 
of expanding our promotion if the 
introduction proved successful. The 
items decided on were a perfume 
packaged at $10 with the authentic 
Wedgwood cameo, a_ two-ounce 
Wedgwood cologne at $2, a four- 
ounce cologne at $3, a Wedgwood 
dusting powder at $2.50 and a purse 
stick cologne at $1.50. 

Dorothy Gray saleswomen were 
given specialized training courses in 
the presentation of Wedgwood mer- 
chandise . . . and the big promotion 
push was on. But this push involved 


Interior Display . . . Cut-out figures of the 
“Dancing Hours” design were the attention- 
getters in this cosmetic counter display in the 
Emporium department store in San Francisco. 
The Emporium was one of the many stores 
which joined the over-all promotion. 
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WEDC WOOD 
perfection in pottery 


interpreted in 
“WEDC WOOD” BLLE 
* new color in fashion 


w cok 


), / {4 
/ [edueny 
SERIES-IN-SCENT includes 
Perfume... Eau de Cologne 
Dusting Powder; 
Gift Set (2-02. Cologne 
and Dusting Powder) $5 
Cologne Stick, }-oz....$1.50 


(All prices plus tax.) 


Perfume, '2-02. . 


VA 


. Beauty 
set to 
Fragrance 


Eau de Cologne, 
2-02... . $2 


4-0z.... $3 


Here, at last, is the one pe rfect fragrance for every 
woman. “Wedgwood,” by Dorothy Gray, is unmistakably 
a classic. For its exquisite packages—and the loveliness 


they treasure—sing, rather than shout, to the senses 


P.S. Authentic Wedgwood medallion on Perfume package top 


can be mounted for costume jewelry. 


Distinctive Advertising . . . Typical of the space advertising used to introduce the new 
Wedgwood line is this newspaper ad. The distinctive hand lettering was used throughout 


the campaign. 


no trick merchandising, no gimmicks 
and especially no glamor vehicles 
for Wedgwood to ride home on. 


> The Dorothy Gray sales force rap- 
idly swung into action and set up 
coordinated programs’ throughout 
the country. It was decided to abide 
by the company’s policy of recog- 
nizing cosmetics as a fashion acces- 
sory, not a fashion leader. There 
were no plans for the designing of 
ready-to-wear especially for the 
Wedgwood line. Instead we ap- 
proached the stores with the sugges- 
tion that they re-name the spring 
blues already purchased or intended 
to be purchased “Wedgwood Blue.” 
We then went to Vogue magazine 
and told our story. Vogue provided 
editorial coverage in their April issue 
and re-ran the Wedgwood blue cover 
in May. The major fashion coordina- 
tors and window display directors 
were contacted and with their in- 
valuable aid, our promotion mush- 
roomed. Marshall Field & Co. in Chi- 
cago, featured a cosmetic tie-in and 
turned over show windows on State 
st. to our promotion, combining this 
with displays on their main floor. 
With the help of Vee Rafdal of 
AMC, we presented Wedgwood to 
the fashion coordinators of her group 
and the AMC joined the promotion 
in force. The Higbee Department 
Store in Cleveland afforded the 
Wedgwood promotion tie-ins with 
many featured items in the store. 
They turned 12 show windows over 
to Wedgwood and tied Wedgwood 
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Blue to lingerie, chinaware, chil- 
dren’s wear and fashion. On top of 
this, they created displays on their 
main floor and on the fashion floor. 
Retail sales in Cleveland were ex- 


LOMA 
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ceptional. In New York, Lord & 
Taylor provided five full windows 
and 14 displays on their main floor. 
They even sprayed the fragrance on 
Fifth ave. through their air condi- 
tioning system. 

Drug stores as well as department 
stores did a fine job in presenting 
Wedgwood for Dorothy Gray with 
no aids but a counter. 


> Fashion and beauty editors were 
contacted. Over 2,000 editorial items 
amounting to over 400,000 lines ap- 
peared. Trade journals also ran 
material. 

The 11 major Dorothy Gray mar- 
kets throughout the country were 
reached with 1000-line newspaper 
ads. There were cooperative ads, in 
many cases two color, in full, half 
and quarter-page units, which were 
used by practically every one of our 
accounts. 

For the future, there will be di- 
versified promotional tie-ins. For 
Christmas, there will be combina- 
tions of two or more Wedgwood items 
in a package that will show them off 
to the greatest advantage and the ad- 
dition of new items. There will be an 
enlarged advertising program. Co- 
operative advertising will be broad- 
ened to include a large number of 
additional cities. 

That is the story of Dorothy Gray- 


@ “they save us money — 


eY:14°1 hi co cee 


@ they help us strengthen 
product identification — 


@ and they’ve solved our 


problems of labeling plastics!” 


Your business can also profitably 
use these labels. Loma Plastics 
is just one of hundreds of 
wide-awake firms who are making 
substantial savings with Avery Kum-Kleen Labels. 


Here’s how: 1. Fast Dispensing with Avery’s patented 
dispensers feeds die-cut labels off roller tape, 
ready for instant, clean labeling. 
2. Easy Application with the touch of a finger! 
No moistening, soaking or heating! No sticky mess! 
Loma labels directly from dispenser to product. 
, 3. Cut Costs with Avery Kum-Kleen Labels. 
Save time, steps and money. Savings 
are often 90% of ordinary methods. 


With Avery electric 
dispensers labeling is 
as much as 5 times 
faster than with 
ordinary methods! 


Where can YOU 
use these labels 
in YOUR business? 


' 


AVERY ADHESIVE LABEL CORP. DIV. 113 


1616 S. California Ave., Monrovia, California 
There's an Avery Representative in your city. 





Wedgwood, a new tie-in, genuinely 
conceived, an intelligent approach to 
a new fragrance, a classically simple 
package, old but breathtakingly new, 
plus hard-hitting store promotion 
and limited advertising all adding up 
to solid, well-balanced promotion. 
44 


Firm’s .Varied Services 


Described in Brochure 


Examples of packaging and label 
design, car cards, posters and win- 
dow display cards, plus a description 
of the company’s facilities, are con- 
tained in a booklet published by 
United States Printing & Lithograph 
Co. (Cincinnati). 

Listed in the booklet are the fol- 
lowing services: letterpress, offset 
and gravure printing; offset plate- 
making; carton fabrication; bronz- 
ing; varnishing; embossing, and die- 
cutting, plus a creative and art de- 
sign department. The principal prod- 
ucts of U. S. Printing are listed 
under each of its six plants. They 
include: labels, wrappers, folding 
cartons, display containers, displays, 
posters, booklets and calendars. 

Photographs, illustrating the vari- 
ous phases of production and ex- 
amples of the company’s products, 
are included in the booklet. 


For your py circle No 
Reader's 


> 139 on the 
Service Card inside back cover 


Peat Packages .. . The amateur gar- 
dener no longer has to cultivate a compost 
heap to nourish his flowers and vegetables 
This year he can buy enriched potting soil 
and peat neatly packed in handy polyethy- 
lene bags. Packaged by Shellmar Products 
Corp. (Mount Vernon, O.) for Michigan Peat 
Inc. (New York), the potting soil packages 
are availabie in convenient half peck sizes. 
The soil is ready to use—the packages are 
reusable. Each bag contains a different 
variety of peat for use in window boxes, for 
roses and other garden plants. 
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Uses of Glassine Paper 
Discussed in Brochure 


Glassine and Greaseproof, “wonder 
papers of protective packaging,” are 
discussed in a brochure that covers 
the processing and the many varied 
uses of the papers. The brochure was 
published by the Glassine and 
Greaseproof Manufacturers Assn. 
(New York). 

Headings such as “What are Glass- 
ine and Greaseproof?”, “How 
Made?”, “And Now You can Have 
Wet Strength” cover the special 
properties of the papers. A chart 
that lists the principal applications 
of the papers and includes moisture 
and grease control resistance listings, 
is included in the booklet. 

Line drawings illustrate each of 


the processes and points in the book- 
let. 


For your copy circle No. 140 on the 
Reader's Service Card inside back cover 


The Fourth Dimension 

Pretty soon you will be able to 
watch Marilyn and Jane in 3-D with- 
out being distracted by the rattling 
of popcorn bags. 

Milprint Inc. (Milwaukee) has just 
designed a noiseless popcorn bag 
called the ‘‘Hush-a-bag."’ Supurdis- 
play Inc. (Milwaukee) is distributing 
it to movie theater operators. The 
new bag is made of non-crackling, 
grease-resistant transparent polyethy- 
lene printed in bright yellow and 
brown. 

Now if someone would just come 
up with a way to stop those munch- 
crunch, slurp-chomp sounds. . 


Durethene Offers 
Unique Computer 


A calculator that computes the 
number of pounds of polyethylene 
film required to make 1,000 bags 
from any given width and gauge of 
plain or suggested tubing is a unique 
tool being offered by Durethene 
Corp. (Chicago). 

The bag weight calculator is being 
offered in conjunction with a new 
booklet, “A Complete Study of Pre- 
packaging in Polyethylene Bags,” 
recently issued by the company. 

A special feature of the calculator 
is that one side of the tool contains 
a scale for tubular film and the re- 
verse side computes the poundage 
required for flat film. The new tool 
works on the same general prin- 
ciple as a slide rule. It was produced 
for Durethene by Perrygraf Corp. 
(Maywood, IIl.). 


For your copy circle No. 133 on the 
Reader's Service Card inside back cover 


Sun Tan Girl . . . General Electric's Lamp 
Division (Cleveland) has come up with 
something new in light bulb packaging— 
decorating the carton with a pretty girl. To 
promote its suniamp, GE adopted a carton 
adorned on three sides by color reproduc- 
tions of its “Sun Tan Girl.” The new pack- 
age is smaller than the old carton and also 
was designed with a top which can be ad- 
justed for display purposes. Shown above 
with a giant version of the new carton are 
models Diane Getner (left) and Sharon 
Bromley. 


Hinde & Dauch Develop 
New “Never Leak” Box 


A new “Never Leak” box for pack- 
aging meats and other extremely 
moist products has been developed 
by Hinde & Dauch Paper Co. (San- 
dusky, O.). The new container is 
constructed to hold liquids for weeks 
without seepage. 

The box is of one-piece, die-cut 
corrugated construction and can be 
supplied with the inside glassine- 
laminated, covered with a special 
coating, or a combination of both. 
Self-locking ends allow easy as- 
sembly without the use of tape, 
stitches or glue, and form a conven- 
ient handle. 44 


Metal Edge Packages 
Described in Folder 


Eight examples of metal stay fibre 
boxes, processing methods, planning 
and creation of metal stay packages 
are described in a brochure, “Better 
Packaging—The Metal Edge Meth- 
od.” The folder, issued by National 
Metal Edge Box Co. (Philadelphia), 
is illustrated with photos of the ex- 
amples and drawings of the various 
manufacturing processes. The ex- 
amples include packages for jellies, 
a power drill, screwdrivers, hose 
clamps and safety goggles. 


For your copy circle No. 134 on the 
Reader's Service Card inside back cover 
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HECKLST 


The success of meetings frequently depends upon the carefulness of advance 


planning. This checklist will help prevent overlooking important factors. 


The most important factor in the 
success of meetings is usually the 
advance planning. There are so 
many details requiring attention that 
the success or failure of any meeting 
can often hinge on some one seem- 
ingly minor point. 

To help those who must plan 
meetings, Florez, Inc., Detroit, au- 
dio-visual aids specialists, has pro- 
duced a meeting leader’s handbook. 
The foreword of the handy 24-page 
booklet explains its purpose: 

“This handbook has been pre- 
pared for the use of anyone who 
conducts informational meetings. .. . 
It is a reference work—a reminder 
of the countless meeting details that 
must have attention. Because these 
details are so many, they are often 
overlooked even by the meeting 
leader who knows them well. 

“This booklet is designed as an 
antidote to such oversight. Quick 
reference to it will insure meetings 
that run with the well-oiled preci- 
sion of true showmanship.” 

Florez has given AR permission to 
reprint some of the checklists from 
the handbook. The following mate- 
rial represents only a portion of the 
helpful information in the fact- 
packed booklet. Other useful mate- 
rial in the Florez manual includes 
film threading diagrams for popular 
motion picture projectors, seating 
arrangements for all types of projec- 
tors, charts showing projector to 
screen distances for various lens fo- 
cal lengths, a master checklist for 
last minute checking to see that all 
is in order at meetings, etc. 

The Florez handbook is a “must” 
for anyone who plays any part in 
arranging audience meetings of any 
type. Copies of the booklet are avail- 
able from the company without 
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charge. For your copy, circle No. 
102 on the Reader’s Service Card in- 
side the back cover of this issue. 


M Before the meeting .. . hove 
YOU... 


0 Selected the meeting place? 
e Conveniently located. 
e Appropriate for the audience. 
e Parking facilities. 
1) Set the date? The hour? 
e Not in conflict with holidays, 
other meetings, or local activities. 
(1) Announced the meeting? 
1] Followed up with reminders? 
€) Done all you can to build interest 
and enthusiasm for the meeting? 
[] Made sure that all meeting mate- 
rials will be at the scene of the meet- 
ing on time? 
1) Planned to arrive in plenty of 
time to set up the meeting room? 
1) Arranged for audience needs? 
Ash trays. 
Matches. 
Drinking water. 
Note pads and pencils (if needed). 
(1) Rehearsed your talk and your 
handling of visual media? 
(J Checked with other speakers or 
assistants that may participate? 


“ The meeting room 
about... 


() Room size? 

e Is it big enough to avoid crowd- 
ing? 

e Not so big that the audience may 
feel “lost” in it? 


C] Electrical facilities? 

e Are room light circuits separate 
from the one used for the projector? 
e Will flannel board or charts be 
adequately lighted? 

@ Does the current match the elec- 
trical equipment you will use (AC 
or DC)? 

e If not, have you arranged for a 
converter? (Can be rented from 
some electrical equipment dealers.) 
1] Room layout? 

e Can room be totally darkened for 
slidefilm or motion picture projec- 
tion? 

e Are doors located so that entrance 
will be behind audience? 

e Are there pillars or low-hanging 
chandeliers that might obstruct view, 
or block off projector beam? 

(] Audience comfort? 

e Can room temperature be main- 
tained at comfortable level? 

e Is there good ventilation? 

e Are rest rooms conveniently lo- 
cated? 

e Will drinking water be handy? 

(] Audience safety? 

e Are there enough exits to permit 
orderly emptying of 
emergency? 
e Are fire 
available? 


room in an 


extinguishers readily 
(] Acoustics and noise? 

e Will your voice be heard in the 
back row? 

e Will 


echoes? 


sound produce distracting 
e Will there be outside noise to in- 
terfere? 

e Is there a telephone in room that 
might ring during meeting? If so, 
can it be disconnected? 

(] Room furnishings? 

e Will there be plenty of chairs? 

e Is there available (if needed) a 
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platform, podium, lectern, or speak- 
er’s table? 


e Is there a table for props? 
e Is there a stand, table, or other 
rigid support for projector? 


ee a 
s AIT) 


3 ate] A wae 


M Blackboard presentations ... 
before the meeting . . . 


1 If blackboard is portable stabilize 
it. Slant backward to increase writ- 
ing stability. 

[ Turn on all lights to be used. 
Check board for glare from all 
angles of room. 

[] Outline drawings, sketches, leg- 
ends, etc. lightly in pencil. Do this 
particularly if you cannot do a good 
free-hand drawing job. 

1 Be sure plenty of chalk and clean 
erasers are available. 

[| Wash board shortly before meet- 
ing. 

0 If you are starting meeting with 
something already on board—keep 
it covered. 

[1] Reminders’ on black- 
board ... 

e Use more than one color of chalk. 
Colors help group ideas, relate 
points, and add interest. 

e When writing or drawing, do it 
boldly. Make letters and lines large 
enough for all to read. 

e Be brief. Stick to key words and 
phrases. 


using 


e Write in sequences or stages to 
avoid confusion. 

e Write major points on one side of 
board. Use remaining area for fill-in 
points. Review major points in sum- 
mary. 


Prepared chart presentations 
. before the meeting, check... 

[] Place chart at height where it can 
be seen by every member of audi- 
ence. 

[] Arrange seats so that farthest 
person can read smallest chart copy. 
[1] Make sure that pages are all 
accounted for and in right sequence. 
[] Place lights so they will ade- 
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quately illuminate chart pages with- 
out reflecting glare into eyes of 
audience. (Low “footlighting” gen- 
erally works best.) 

C) Keep first chart page covered un- 
til ready to start. 

(1) Reminders on using charts... 

e Read each chart page all the way 
through before discussing individual 
points. 

@ Use your hands for motion—point 
to copy you are discussing. 

e Know what’s on next chart page. 
Before turning to it lead in with 
smooth, verbal transition. 

e Turn pages with smooth, sweep- 
ing motion. 

e Stand at side of chart—never 
block view. 

@ Glance only briefly at charts— 
keep eyes on audience as much as 
possible. 


™ Flannel board presentations 
.. . before the meeting .. . 


©) Place flannel board on easel, 
table, or other support where it will 
be in full view of audience. Make 
sure it is horizontal or vertical 
according to layout of stages. 

—) Make sure symbols are all there, 
in correct order. 

1) Place speaker’s script or meeting 
guide (if necessary) where it can be 
consulted quickly. 

—) Set lights for good illumination of 
board without glare. 

1) Seat audience so it can plainly see 
and easily read symbols. 

(]) Reminders on using... 

e Keep symbols concealed 
time to place on board. 

e Place symbol on board a fraction 
of a second before referring to copy 
it contains. 

e Avoid heavy slapping to attach 
symbols. Only light 
needed. 


until 


pressure is 


e In second reference to symbol, di- 
rect attention by pointing, lifting, or 
moving it to new position. 

e When removing set of symbols to 
make room for new series, talk about 
them—review what you've said. 


M Overhead projection presen- 
tations before the meeting, 
check... 


0 The screen... 

e Above heads of audience. 

e In full view of all members of 
audience. 

e In darkest part of room where 
projector has sufficient “throw.” 
C1) Keystoning ... 

e Tilting arm on top of screen tri- 
pod to place screen at correct angle. 
0 Electric current... 

e Matches projector specifications. 
© Converter if needed. 

e Extension cord handy. 

0 The projector... 

e Height convenient for use. 

e Dens free of dust. 

@ On steady base. 

e Extra lamp handy. 

0 The picture... 

e In focus, high enough, centered on 
screen. 

e Not blocked by you as speaker, by 
your projectionist, or by projector. 
e If using full-color transparencies, 
room darkened. (Lighted room all 
right with black-and-white and 
hand-colored transparencies. ) 

1 The transparencies. . . 

e All accounted for and in correct 
sequence. 

e Free of markings made at previ- 
ous meetings. 

@ Overlays and disclosures where 
they should be. 

e Margins carry notes you need. 
1) Supplemental materials .. . 

e Table space for handling trans- 
parencies, before and after projec- 
tion. 

e Clear cells, grease pencil, roll at- 
tachment, etc. (if needed) at hand. 
[1] Some reminders on_ showing 
transparencies... 

e Introduce presentation. 

@ Give audience view of each trans- 
parency or disclosed section a frac- 
tion of a second before reading the 
copy. 

e Read all copy audience can read, 
then discuss. 

e Keep your eyes on audience as 
much as possible. 

e Turn off projector if you have to 
expand your talk at any given time 
—or if you wish to direct audience 
attention to your remarks. 
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e Avoid blank, glaring screen and 
disturbing motion during changing 
of transparencies. Use this proce- 
dure to change transparencies: 

1. Place transparency on machine. 
2. Turn on projector. 

3. After discussion, turn off. 

4. Remove transparency, 
place with next one. 

5. Turn on. 


and re- 


Note: Automatic switches can be at- 
tached to standard Vu-Graph projec- 
tor toautomatically control projection 
lamp as you change transparencies. 
e Use grease pencil to direct atten- 
tion, add motion, circle, check, un- 
derline, point. 


( 


is 
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M Film presentations . . . before 
the showing make sure that. .. 

0) Projector is in good operating 
condition. 

C) Lens is correct focal length. 

1) Projector is on firm, level support. 
(1) Aperture is free of dust. 

0) Film is clean, without breaks. 

© Film is properly threaded, and 
moved to correct starting point. 

(1) Loudspeaker, if separate, is 
plugged in and located immediately 
under screen. 

1) Sound level is tested and set. 

1) Film is pre-focused and centered 
on screen. 

O) Picture just fills screen. 

0) Electric cords are arranged so 
they won’t be tripped over in dark. 
1) Cord to projector is knotted 
around leg of projector support. 

0) Slidefilm strip and record match. 
(11 Someone is selected to turn lights 


on and off, or open and close window 
curtains, on cue. 


0) Introductory 
pared and handy. 
C1) It’s important that... 

e You introduce film properly— 
build interest. 

e This sequence be followed by pro- 
jectionists in showing film: 

1. Turn on projector, start film, fade 
in sound. 

2. Turn down house lights. 

3. Immediately check and adjust 
sound level and focus. 

4. Remain at projector at all times, 
in case of failure, and to keep check- 
ing focus and sound level. 


remarks are pre- 
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5. Turn on house lights (as “end” 
title comes on screen). 

6. Fade volume out, turn off pro- 
jector. 

© You sum up key points of film, in- 
vite audience discussion, answer 
questions. 


M Glass slide presentations ... 
before the meeting, check .. . 

(1 The screen... 

e Above the heads of audience. 


e In full view of all members of 
audience. 


e Correct size for audience. 

(J Electric current... 

e Matches projector specifications. 
e Converter handy if needed. 

e Extension cord if needed. 

(1 The projector (342x4” or 2x2”)... 
e In good operating condition. 

e Lens of proper focal length. 

© On a steady base. 

e Extra lamp handy. 

e First slide in place and focused. 

e Electric cords arranged to avoid 
tripping. 

e If using automatic slide advance, 
be sure of proper operation. 

1) The slides... 

e All accounted for, in correct se- 
quence, and in position for easy 
manipulation by projectionist. 

e Free of dirt and fingerprints. 

e No loose edges of tape to “jam” 
projector. 

e No broken glass. 

1) Projectionist ... 

e Experienced. 

e Prepared to handle house lights. 
e Rehearsed with your cues—voice 
or light. 

e If using remote automatic ad- 
vance, be sure of proper operation. 
C1) Reminders on showing slides .. . 
e Introduce presentation. 

e Allow audience time to view slide 
before starting comments. 

e First, read all copy audience can 
read, then discuss. 

e If possible, speak from a position 
where you can see screen. 

e If speaking from lighted podium, 
mask light from audience. 

e If using pointer, an electric light 
pointer is preferable; avoid masking 
screen when using a wooden pointer. 


EXECUTIVE roll-around 
WHITEBOARD EASEL 


This deluxe and ultra modern Whiteboard has 2 
sides, both for use with the large paper writing 
pads, or charts of every type. Al! aluminum and 
mounted on ball bearing casters. This great 
Executive Easel will grace the finest conference 
room. Write, wire or phone for literature to 
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PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-Z FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on. for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


Ut ek 


2 WEST 46th STREET NEW YORK 











M Opaque projection presenta- 
tions .. . before the meeting... 

— The screen... 

© Above heads and in 
of audience. 

© Top screen adjusted on tripod ex- 
tension arm at angle to eliminate 
“keystone” effect. 


entire view 


] Electric current . 

e AC or DC as projector specifies. 

© Converter available if necessary. 
Extension power cord available. 

) The projector... 


Height convenient for your use. 
Lens and platen clean. 
Extra lamp available. 


On steady, vibration-free base. 
(] The picture 

e In focus at proper elevation. 

© Room able to be completely dark- 
ened for presentation. 

() The visuals . 

e All 
quence. 
@ Material objects available 
prepared for projection. 

e “Stick” or 
handy. 


handy and in 


correct se- 
and 
electrical 


pointer 


© Be sure table space is available on 
which to lay visuals in sequence. 


QUALITY FILM COMMERCIALS 


priced for the 


Low Budget Client 


SOO) a SCENE-ACTION 
B82 ee a 


fled js 
Oe) A | ae 


SEND US YOUR STORY-BOARDS FOR “QUOTES” 
abe) Medea ety te 





—_ 


Lew Tools, Tuc. 
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(] Reminders for presentation .. . 
e Avoid unnecessary motion in dis- 
play of objects or visuals. 

e Select objects that are relatively 
flat and easily handled—avoid bulky 
objects. 

e Be sure objects used in presenta- 
tion will withstand heat of projec- 
tion. Do not use materials made of 
waxes or pastes because of low melt- 
ing point. 

@e Mount printed visuals on light 
paper stock to prevent “curling.” 





M Easel pad presentations . 
before the meeting . 


1] Set chart pad high enough so 
audience at back and sides of meet- 
ing room can see copy. 

[] Check cover sheet and inner pad 
pages for cleanliness, tears, previ- 
ously used drawings or copy. 

) Have several grease pencils in 
black and colors available. 
[]) Get plenty of light on 
necessary, use a spotlight. 
1) Reminders on using easel pad... 
e Don’t try to get too much on one 
chart page. Tear off page and start 
a fresh chart. 

e Make drawings and copy large 
and bold enough for complete audi- 
ence visibility. 

e After you have written or drawn 
necessary material stand to one side 
of pad. If you stand ahead of pad 
you may obstruct view of your side 
of audience. 

@ Make each chart live. After you 
have drawn or written material, ex- 
plain—discuss. 


pad. If 


1708 W. WASHINGTON 
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@ Get audience into the act. Ask 
questions to complete a thought or 
detail a drawing. Get opinions of a 
second or third man before complet- 
ing chart material. Interest and 
learning through repetition increases 
rapidly with this technique. 44 


Singer Develops New 
TV Screen Projector 


Television projection on a screen 
with enough light intensity to bring 
movie size video reception to homes, 
auditoriums and schools, while not 
a new idea, may gather new accept- 
ance from the success of the “Prizo- 
matic Projector” developed by Singer 
Television Mfg. Co. (San Gabriel, 
Ca}. 

The Singer system was shown at 
the National Audio-Visual Assn. 
Convention in Chicago. The system 
is basically an offshoot of a color 
television tube invented by Eugene 
Singer, president of the company, 
and Dr. Irving Rehman, University 
of Southern California scientist. 

Housed in a cabinet similar to a 
regular TV floor model, a 3” tube 
projects a 9x6’ image from a distance 
of 13’. However, the size of the pic- 
ture can be controlled for projecting 
on almost any size screen. The sys- 
tem can be used on existing sets. 

Details are available from the com- 
pany. 


For your copy circle N 136 on the 
Reader's Service Card inside back 


Offer Table-Top Stereo 


Viewer in Two Models 


A table-top stereo viewer in both 
automatic and semi-automatic mod- 
els has been announced by Burke 
& James Inc. (Chicago). 

Both models are internally il- 
luminated and operate on 110 volt 
A.C. electrical circuits and each has 
a twin lens fixed focus optical 
system. 

The two models show a series of 
12 slides. The automatic model shows 
the entire series with an interval 
of a few seconds between each slide, 
automatically shutting off when the 
series is completed. A push of the 
starter button re-actuates the com- 
plete cycle. 

The semi-automatic model differs 
from the automatic only in that the 
actuating button must be pressed 
for each change of scene. 

The stereomatic viewers are pack- 
aged in wooden carrying cases. Ad- 
ditional information is available 
from Burke & James. 


For your copy circle No. 135 on the 
Reader's Service Card inside back cover 
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Coming Conventions 


JANUARY 
8-10 


27-29 


31-Feb. 3 


MARCH 
1-3 


15-19 


17-20 
25-27 


29-31 
30-April 1 


APRIL 
1-3 


9-11 
20-22 


AUGUST 
1-4 


8-11 


8-Sept. 3 


Advertising Assn of the West, mid- 
winter conference—Tucson, Ariz. 

Nat’l Wooden Box Assn—Drake 
Hotel—Chicago 

Nat’l Audio-Visual Assn, mid-win- 
ter conference—Buena Vista Hotel 
—Biloxi, Miss. 

Second Annual Retail Advertising 
Conference—Sheraton Hotel— 
Chicago 

American Management Assn — 
marketing conference — Hotel 
Roosevelt—New York City 

Nat’l Assn of Frozen Food Packers 


—Hotel Commodore—New York 
City 


Nat’l Electric Sign Assn—Conrad 
Hilton Hotel—Chicago 

Master Photo Dealers and Finish- 
ers Assn—Conrad Hilton Hotel— 
Chicago 

Assn of Nat'l Advertisers—The 
Homestead—Hot Springs, Va. 

Nat’l Audio-Visual Assn., Western 
conference—Hotel El Rancho— 
Sacramento, Cal. 

Nat’l Paper Trade Assn—Waldorf 
Astoria—New York City 

Point-of-Purchase Advertising In- 


stitute—Hotel Statler—New York 
City 


Film Council of America—Conrad 
Hilton—Chicago 

Packaging Machinery Manufac- 
turers Institute, spring meeting 
—Hotel Dennis—Atlantic City 

American Management Assn — 
packaging conference—Auditori- 
um—Atlantic City 

American Assn of Advertising 
Agencies — The Greenbrier — 
White Sulphur Springs, W. Va. 


Southern Graphic Arts Assn—An- 
gibilt—Orlando, Fla. 

Assn of Better Business Bureaus— 
40th annual conference—Fair- 
mont Hotel—San Francisco, Cal. 

Nat'l Paper Box Manufacturers 
Assn—Drake Hotel—Chicago 

Nat’l Assn Radio & TV Broadcast- 
ers—Chicago 


Associated Business Publications— 
Hot Springs, Va. 

Magazine Publishers Assn, 35th 
annual meeting—The Greenbrier 
—White Sulphur Springs, W. Va. 

Nat’l Assn of Litho Clubs—Bilt- 
more Hotel—New York 

Lithographers Nat'l Assn Inc.— 
The Greenbrier—White Sulphur 
Springs, W. Va. 

Nat’l Industrial Advertisers Assn 
—Sheraton Mt. Royal Hotel— 
Montreal 

Advertising Federation of America 
—Statler Hotel—Boston 

American College Public Relations 
Assn — Hotel Roosevelt — New 
York City 

Advertising Assn of the 
annual convention—Salt 
City 


West, 
Lake 


International Graphic Arts Educa- 
tion Assn—University of Colora- 
do—Boulder, Col. 

Nat’l Wooden Box Assn—summer 
meeting—Sun Valley, Ida. 

American Trade Assn Executives 
—Atlantic City, N. J. 


Nat’l Audio-Visual Assn—Conven- 
tion and Trade Show—Sherman 
Hotel—Chicago 

International Printers Supply Sales- 
men’s Guild—Bellevue-Stratford 
Hotel—Philadelphia 

Photographers’ Assn of America 
Conrad Hilton—Chicago 


SEPTEMBER 


9-11 
19-22 
26-29 


Nat’l Paper Assn—Conrad Hilton 
—Chicago 

Advertising Specialty National 
Assn—Palmer House—Chicago 

Life Insurance Advertisers Assn— 
Sheraton-Gibson Hotel—Cincin- 
nati 
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Radiant Color Co 

Rapid Copy Service, Inc............... 
RCA Victor Custom Record Sales 

Reilly Electrotype Company 

Rupert, Wm. F 


Sales Tools, Inc 

Sander Engraving Co., Inc 

Service Bindery Co., Inc 

Sickles Photo-Reporting Service 

Sloves Mechanical Binding Co., Inc... ... 
Spot-Lite Studios Co 

Strathmore Paper Co 


Tel-A-Story, Inc. 
Topflight Tape Company ............. 


Varigraph Co., Inc 


Veritone Company 


ihe aiken en seewancnbns 
Warwick Typographers, Inc 








Preferred Sources for Services and Supplies 


e Advertisements m this section limited to three inches 





Hand Lettering 





eo IN MINUTES 4/AT PENNIES PER WORD 


Lettering Corporation 


131 West 45th St., Dept. B—New York, 36, N.Y. 


© Hundreds of combinations and 
complete words 

@ Printed clear, sherp, black 

on clear acetate with odhesive bock 


For FREE sample and brochure; Ask 
your ort supply dealer or write . . . 





Mailing Lists 


Add My Name 
to your mailing list 
| Want News Releases 


JOHN H. D. BLANKE 
P.O. Box 142 Barrington, Ill. 


Technical Writer for Publications Since 1927 








Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 





Typographers 


Foreign Language Division jo 












© 


3 









a = 

Typesetting in English eet 
and over 600 ° = 
Languages and Dialects |% 34 
WORLD'S FOREMOST FOREIGN: | af 


LANGUAGE TYPOGRAPHIC SERVICE 


L 





WE DON’T DO 
| any other kind 


Our pamphlet of before-and-after 
JAYP ads will speak for you in terms your 
prospect understands — yours free. 


WALK advertising typography 


11 E. HUBBARD, CHICAGO 11 © MOhawk 4-6134 





Photo Enlargements 


GIANT ENLARGEMENTS 


for exhibits, homes, offices and displays 


SPOT-LITE STUDIOS 
455 West 45th Street, New York 36 


Circle 5-9085 





| 






















Mats 
"Pe 1 FOR” DAY_OR 
= __ NIGHT GSetwice | 


@ DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e@ CUTS 


@ Quality @ STEREOS 


@ Service 
@ Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 
MATRIX & STEREOTYPE 
Cco., INC. 








Representative Wanted 


One of nation's largest producers of all 
types of plastic indoor and outdoor signs, 
both illuminated and non-illuminated, has 


several territories open for top representa- 
tion having contacts 


with national users. 

We offer complete cooperation to representa- 

tives. Liberal commissions. 

Write Box 4, Advertising Requirements, 
200 E. Illinois St., Chicago 11, Ill. 


Color Prints 





TSG ROA on en te 18 2 


Te ee 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 


34 
Taro ocr era | Cen 





Designer Wanted 


DESIGNER having knowledge of plastic form- 
ing, injection molding, silk screen art, 
metal and electrical work for design of 
indoor and outdoor Point-of-Sale material 
for large national producer. Excellent salary 
and opportunity. 


Write Box 3, Advertising Requirements, 
200 E. Illinois St., Chicago 11, Ill. 





Photo-Reporting 


PHOTO-REPORTS 
ON PRODUCT APPLICATIONS 


Netionwide organization of 500 capable 
Photo-Reporters provides effective way to ob- 


tain on-location photos, reports and releases 
for advertising, editorial and research purposes. 
For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 








| This applies to FOUR COLOR WORK also. 


18 West Kinzie St. Chicago 10, Ill. 























Stock Art 





SIMPLE FAST ECONOMICAL 


nan 







PRINTERS 
ARTISTS 
PUBLISHERS 
DRAFTSMEN 








MUSKHEGON-HEIGHTS*-MICHIGAan 





Art & Photography 





One 8 x 10" Strechtype* Free or 
$5 Credit—and save time and money! 
Send us your ad, art or photo to be copied 
photographically by our new, amazing 
STRECHTYPE* process to a new pro- 
portion. No resetting of type or redrawing 
the art work...no waiting for both. Your 
original copy may be as large as 12 x 16". 
For example we can STRECHTYPE* 

a complete ad with art work from 2% x 9" 
to 1%x9" or 2% x11" or any other propor- 
tional change of size you need. 


FREE Circular. TRY IT. We guarantee satisfaction 
*TRADE MARK PATENT No. 2607268 


Fred H. Bartz, pres. Harry Baird Corporation 
Advertising Typographers since 1910 
WH 4-4347 





Letter Shops 


“Just ask | 
for Marie 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


ADDRESSING 


* Multigraphing ~* Addressograph 
* Mimeographing * Planographing 


The Letter Shop, Inc. 


431 S. Dearborn St. * Chicago, Ill. 
Phone WAbash 2-8655 



















Suppliers are invited 
to keep the editors of Adver- 
tising Requirements advised 
at all times of new develop- 
ments, new products, new 
processes, and new ideas of all 
kinds which might be of inter- 
est and value to our readers. 


Advertising Requirements 





101 /Circle on Readers’ Service card 

How to Prepare Copy for Die-Cutting 

. ..a@ handy 16-page reference manual 
from the Lindenmeyr Library of Print Shop 
Helps outlining essential details about 
one of advertising’s trickiest production 
problems—die-cutting. (Page 70) 


102/Circle on Readers’ Service card 
Florez Handbook 

. a must for anyone who has to make 
audience presentations of any kind. This 
24-page booklet is crammed with helpful 
information including a wealth of refer- 
ence tables. (Page 83) 


103/Circle on Readers’ Service card 
Raffia Initials 

. .. specimen sheet showing a new se- 
ties of initial letters designed by Henk 
Krijger for Typefoundry Amsterdam of 
Holland. (Page 40) 


104/Circle on Readers’ Service card 
Black Light Display Units 

. . . details on new “Blak-Ray” light units 
for displays. (Page 34) 
105 /Circle on Readers’ Service card 
Questions on Printing 


. . . pocket-size booklet answering ques- 
tions about screen process printing. 
(Page 35) 
106 /Circle on Readers’ Service card 
1954 De-Calendar 
. . » Palm, Fechteler’s 1954 decal calen- 
dar, including a handy decimal table. 
(Page 35) 
107/Circle on Readers’ Service card 
Plastic 3-D Point of Purchase Displays 
. . . full-color brochure showing exam- 
ples of illuminated, animated and 3-D 
plastic displays. (Page 36) 
108/Circle on Readers’ Service card 
GOA Sign Source for Sound Selling 


. . . variety of ideas for signs offered in 
plastic-bound booklet. (Page 36) 


109/Circle on Readers’ Service card 
Graforel Cut-Out Letters 


. . - details and samples of display letters 
imported from France. (Page 36) 


110/Circle on Readers’ Service card 

Ad Man Eit 

. . . handy kit consisting of stock offset 
color blanks, samples of completed jobs, 
order forms and “Art’’ booklet to be used 
in conjunction with O’King’s economical 
color printing service. (Page 46) 


111/Circle on Readers’ Service card 

Offset Lithographic Ideas by RCS 

. . . idea kit of house organ samples. 
(Page 47) 

112/Circle on Readers’ Service card 

Why Photogelatin Printing? 

. . . illustrated folder giving details on 

photogelatin printing and showing a va- 


riety of national advertising materials pro- 
duced by the process. (Page 48) 


ae eee ene annie i 
Use these return cards 


for publications 
mentioned on this page 


| a | Advertising | Readou 


Requirements | sowie 


* Send for these helpful selling tools 


113/Circle on Readers’ Service card 117/Circle on Readers’ Service card 
Sani-Scuffs Kolorcards 


. . . details on sanitary disposable slip- . . . samples of two-color post cards for 
pers for premium use. (Page 52) imprinting sales messages. (Page 56) 


114/Circle on Readers’ Service card 118/Circle on Readers’ Service card 
Hunting Tips Multistamp Stencil Duplicators 


. « « details and sample of 24-nace two- ... six-page folder giving details on 
color aaa thee annane a white hand-stamp stencil duplicator. (Page 56) 
variety of information on hunting. 


(Page S2) 119/Circle on Readers’ Service card 
Sales Letter Stoppers 
115 /Circle on Readers’ Service card . . . catalog listing wide variety of plastic 
Id _—e gadgets, foreign money and other gim- 


micks for use in direct mail pieces. 
. . - bulletin offering hints for more eco- (Page 56) 
nomical handling of direct mail -_ _— 

ve mailin a 
> ee ayers 120/Circle on Readers’ Service card 
116/Circle on Readers’ Service card Carbon Papers, Ribbons, Duplicating 
Supplies 

Copy Locator . . . 20-page illustrated catalog covering 
. . . Remington Rand offers copy locator special carbon papers, office machine 
that facilitates alignment and centering of ribbons, and hectograph products. 
material to be typed on stencils. (Page 56) (Page 56) 
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Readers’ Service Dept. %* Please print or type information below 


2201 


Please send me the following: 


NAME 


TITLE 
01 102 103 104 #10 


lll 112 #113 1144 #2 PRODUCTS SOLD 
126 127 128 129 13 
131 132 134 13 


137 14 * Note inquiries for items listed 
not serviced beyond Apr. 15, 1954. 
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Postage - 


Will be Paid "eae" 
by If Mailed in the 
Addressee United States 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 
Chicago 11, Ill. 





3 Adwertising 


BT ereRU RE wos sates 


aati. 
ete! 


* Send for these helpful selling tools 


121/Circle on Readers’ Service card 
FSH Anniversary Catalog 

. . . Fritz S. Hofheimer offers catalog of 
direct mail lists. (Page 56) 
122/Circle on Readers’ Service card 
How to Get Your Mail Out 

. . . benefits of metered mail discussed in 
16-page booklet. (Page 56) 
123/Circle on Readers’ Service card 


Electrographic Corp. 

. acolorful illustrated booklet describes 
the services of various divisions of Electro- 
graphic. (Page 63) 


124/Circle on Readers’ Service card 


How to Prepare Copy for Offset 
Lithograpy 

. . . handy booklet gives basic details on 
getting the most from offset. (Page 64) 


125 /Circle on Readers’ Service card 


The Biggest “Little” Show on Earth 


.. . details on Bill Brinley’s five ring 
miniature circus. (Page 66) 
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Postage 


Will be Paid 


by 


Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 








126 /Circle on Readers’ Service card 
Advertising Badges 


. +. samples and details of convention 
badges with advertising space. (Page 68) 


127/Circle on Readers’ Service card 
Trouble Shooting for Printers 


- a collection of helpful “tricks of the 
trade” in producing printed materials. 
(Page 71) 


128/Circle on Readers’ Service card 
Guide to Turntables 


. - » practical information on motion, syn- 
chonization and other aspects of turn- 
tables in 20-page booklet. (Page 76) 


129/Circle on Readers’ Service card 


Curtis Papers for Fine Printing 
. . samples of high grade printing pa- 
pers compiled in attractive portfolio. 
(Page 72) 
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130/Circle on Readers’ Service card 
Sea Foam Bond 


. .. sample booklet shows line of Sea 
Foam lightweight bond papers. (Page 72) 


131/Circle on Readers’ Service card 
Sample Test Kit 


. . » test kit of papers for direct copy ma- 
chines offered by Gilbert Paper Co. 


(Page 52) 


132/Circle on Readers’ Service card 


. . . attractive booklet shows uses of 
gummed paper labels. (Page 72) 


133/Circle on Readers’ Service card 
Durethene Polyethylene Bag Weight 
Calculator 


... handy tool that computes bag 
weights. (Page 82) 


134/Circle on Readers’ Service card 


Better Packaging. The Metal Edge Method 


. .. examples of metal stay fibre boxes 
described in brochure. (Page 82) 


135 /Circle on Readers’ Service card 


Stereomatic Viewer 


. .. details on table-top stereo viewer 
available from Burke & James Inc. 
(Page 86) 


136 /Circle on Readers’ Service card 
Singer Prizomatic Projection 


. .. details on TV projector available 
from Singer TV Mfg. Co. (Page 86) 


137/Circle on Readers’ Service card 


The Beatrice Warde Booklet 


. . one of the year’s finest works of the 
graphic arts commemorates the U. S&S. 
visit of noted typographer Beatrice Warde. 
Pages were designed by several leading 
typographic designers. (Page 40) 


138 /Circle on Readers’ Service card 
Intertype Century Schoolbook 


. . . 24-page specimen book shows uses 
of new Century faces. (Page 41) 


OEE EEE EEE EEE TT EE OOO OO Oem eee eee eee eeeeeeeeucececes 


139/Circle on Readers’ Service card 


A Look Inside a Nationwide Organization 
. .. the facilities of U.S. Printing & Litho- 
graph Co. described in attractive booklet 
which also shows outstanding examples 
of packaging and label design. (Page 82) 


Readers’ Service Dept. * Please print or type information below 


2201 


NAME 





Please send me the following: 140/Circle on Readers’ Service card 























not serviced beyond Apr. 15, 1954. 


TITLE The Wonder Paper for Protective 

101 102 103 104 105 : Packaging 
' ee bookl 

106 107 108 109 110 [ COMPANY : Sagan oar a acenaeeal and lame 
: ine papers. (Page 

11] 6112) «118 «114 8) sspuqssop : 

1146 117 118 119 120 ; 
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121 122 123 «124 «125 «ADDRESS 

oo Se SS fans ia iit 

131 1382 133 134 185 :  geeeadinaiiaans 

136 137 138 139 140 * Note inquiries for items listed ‘ mentioned on this page 














Ninth in a Series of Tributes to American Advertising 


PRODUCTION MANAGER 
Paul H. Long 
Houck & Company 


ART DIRECTOR 
Edwin R. Deady 
Houck & Company 





VICE PRESIDENT 


Robert V. Mathison 
Rowe Furniture Corp. 













From Rowe Furniture Corporation four-color 
two-page advertisement appearing in House & Garden 


QUALITY CONTROLLED 


COLOR PROCESS 


ENGRAVINGS 


Chicago's largest fine photoengraving plant... 


JAHN & OLLIER ENGRAVING COMPANY 


817 West Washington Blvd., Chicago 7 + #MOnroe 6-7080 






@ black & white 








of 
— © color process 
aL, for letterpress 
oO 






® color offset 


reproduction 
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new slant on 


Let’s face it—getting up in the morning is a grim 
prospect. Therefore, the kind of display which fea- 
tured a diaphanously-nightied maiden saying brightly 
“Now I get up to music!” made sense for the clock- 
radio makers. But just because it was so logical, its 
sales appeal was soon worn threadbare by just about 
everyone in the field. 


Admiral, realizing the need for a 
new sales slant, asked INLAND for 
an idea. INLAND came up with 
another bit of logic: it took the so- 
ber fact that almost as many people 
have trouble getting to sleep as have 
a getting-up complex, and dressed 
it in eye-arresting color and ingen- 


‘ ; al 
10Ous design. 


Music is still featured—both the 
kind provided by the Admiral clock- 
radio, and the tuneful “Concerto 
for Cash Register” which dealers 
are enjoying since these new dis- 


plays began to go up. 


INLAND specializes in the new slant 
for new sales. That is, we think, one of 
the reasons why so many famous names 
keep showing up on INLAND p-o-p 


Displays. Our unsurpassed production 
quality is Reason No. 2. 


Call us in on your problem—you'll like 
the way we think! 


INLAND LITHOGRAPH COMPANY 


328 So. Jefferson St., Chicago 6 * RAndolph 6-3256 





